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~. SILLY, ISN’T IT, TO TAKE 
A NEEDLESS RISK? 


Taking risks, with little or nothing to gain, only complicates the con- 
tinual fight Advertising Agency PM’s have with the clock and the 
calendar—particularly when PM’s have assignments calling for roto- 
gravure preparation. All they need do to minimize or eliminate taking 
chances is to rely on the specialized service they can expect from 
INTERNATIONAL COLOR GRAVURE and SUPERTONE...The preparation 
of color positives that will reproduce with fidelity is the specialty of 
INTERNATIONAL... For the best possible service in monotone gravure, 
it’s SUPERTONE... Each maintains an unmatched reputation for offer- 


ing the accuracy and dependability needed in gravure preparation. 


ROTOGRAVURE ENGRAVERS 


f ge ; SPECIALIZING IN COLOR 

39 West 60th St. KS 
NEW YORK 23, N.Y. HC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


480 Lexington Ave. 
SUPERTONE, INC. ‘ew york 17,n.¥. 


Phone: Pkaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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STANLEY STEEL STRAPPING BUILDS SALES 
with UP) PICTORIAL RESEARCH 


FROM AN INTERVIEW: Glenn H. Stephenson, Manager of Sales Promotion, 


Steel Strapping Division, The Stanley Works — 
tells you of his company’s experience. 


“THE RIGHT INFORMATION 
et ada 1a, 
US PROMPTLY” 


G ETTING case histories that have the right information and pictures. and 
then integrating this material effectively in a co-ordinated selling program, 
takes a lot of concentrated work. Going after the information and pictures our- 
selves would be extremely troublesome, and certainly very uneconomical. 

“So we are delighted to find that the U. P. Commercial Photography Divi- 
sion can relieve us of the burden of getting the material. U. P. Pictorial Re- 
search reports reach us promptly, with all the information and photos we need. 
And no customer complaints, either. What we pay for U. P. Pictorial Research 
is small when spread over the various uses we make of the material. Best of 
all, we are building a bank of information on steel strapping that would be 
virtually impossible to assemble in any other way.” 


SIS eS 


“CASE HISTORIES 
Lie Aa am ee Reel 
SALES PROGRAM” 


says John C. McGunnigal, Sales Manager, 

“For a long time our selling efforts have been based on the concept that steel strap- 
ping is a cost-cutting tool for industry. During the past year we have been using case 
histories as the backbone of our advertising, promotion, and sales aids to demonstrate 
this concept in our sales efforts. This approach i is paying off handsomely” 


You, Too . . . can enjoy the benefits of U. P. Pic 
torial Research as a dependable way to get case his- 
tories to use in advertising and promotion. Just fill 
out the handy coupon for complete information about 
this or any of the other economical services of the Com- 
mercial Photography Division of the United Press. 


Harlow M. Church, Director 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS ASSOCIATIONS 
461 Eighth Avenue, New York 1, New York 


Please send me complete information, including costs, about the services 
checked: 


[] Pictorial Research Reports |_| Location and publicity photography 
[_] Photographic assignments Color photographs 
-] Color prints—all types Advertising and studio photography 


U. P. PICTORIAL RESEARCH 


is a documented word-and-picture re- 
port of your product or service as it is 
used by your customers. You get a 
package —in duplicate—consisting of 
a summary of findings, list of questions 
and answers, signed statements, photo- 
graph releases, and photographs. 


Name _ = mahi a 


Title 


Company 


ses ese ee ee eeeetoeocecere2eeree2e2e2" 


Address 
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tHe Work Horse’ 


OF SORG STOCK LINE 
PAPERS 


in, 


* 


a 
SORG’s 


EQUATOR Index Bristol 


Tough, strong, durable—with a range of six eye-pleasing 
pastel colors and a brilliant blue-white white—EQUATOR INDEX BRIS- 
TOL does many jobs . . . and does them all well. 


For office, factory, and business machine forms, it is unequalled for its snap 
and rigidity . . . never becomes dog-eared or cracked with frequent handling 
.. or limp and floppy in a filing tray or binder. 


SEND YOUR SALES MESSAGES But EQUATOR INDEX does more than the vigorous workaday assign- 
ON SORG BLOTTINGS ments, because its super-smooth finish makes it ideal for many advertising 

Because a blotter is always well uses, too—since it prints beautifully by offset or letterpress. One of its 

received and lingers longer on a . » z éne . 

prospect's desk, leading manu- most popular uses is for post card mailings where its range of colors add 

facturers make it a standard ad- 


vertising piece. Write for the variety and distinction at little cost. Ask your Sorg paper merchant for a 


oe aang Racgaaaagal oe swatch book of EQUATOR INDEX BRISTOL. 


APER COMPANY - Middletown, Ohio —— 
© Manufacturers and Converters of Stock Line and Specialty Papers 
M16 us par OFF STOCK LINES 
WHITE SOREX @ CREAM SOREX e@ LEATHER EMBOSSED COVER e PLATE FINISH COVER @ EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX © MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No. 1 JUTE DOCUMENT @ GRANITE MIMEOGRAPH @ SORG'S BLOTTING 
Offices in NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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Sales Promotion Grows Up 


Sales promotion has often been considered a part of the function of adver- 
tising management. But the importance of the activities covered by this inter- 
esting descriptive has grown so rapidly that not only do many companies have 
executives whose duties are concerned solely with sales promotion, but many 


local associations of sales promotion managers have been organized in leading 
cities. 


Since Advertising Requirements covers all of the activities of sales pro- 
motion, merchandising and related assignments, we have been immensely pleased 
and impressed to see this work taking on the full-fledged stature indicated by 
the development of associations devoted exclusively to the exchange of ideas 
and information about sales promotion techniques, as well as the development of 
a philosophy of sales promotion as related to all other phases of marketing. 


I have talked to a number of the leaders in this field, and they are en- 
thusiastic both about their work and about opportunities for the development of 
better tools and techniques for the application of the sales promotion idea. 
Certainly bringing together those who are specializing in this field will ac- 
celerate the acceptance of the newest and best methods of carrying on the work 


and thus bring to marketing the most effective programs designed to speed sell- 
ing at all levels of distribution. 


We believe that sales promotion managers will continue to find in Advertis- 
ing Requirements the largest array of information regarding products, services, 
ideas and techniques available for use in this field, and we shall welcome sug- 
gestions as to how to make AR of increasing value to them and their vigorous 


young associations. 


Xe eas D. Crain Jr. 
Publisher 
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customers TABLE OF 
forget 


your 
name! School for Home Buyers 


The Natl. Assn. of Home Builders developed a model pub- 
lic relations program, and a model kit to tell its chapters 
how to follow suit. STANLEY E. CoHEN 


When Extra Hands Are Needed 


What to do when you are overwhelmed by extra work or a 
special project in your department. 


A New Guide to Color Photography 


An up-to-the-minute report on color photography, how it 
is used in advertising, and what you should know to keep 
up with what’s around the corner. Econ Berka 


New Techniques for Business Paper Preduction 


How “Automotive News” shifted from letterpress to lithog- 
raphy, the headaches that developed, the problems it 
faced, and the economies it found. HAVILAND F. REVES 


The Growing Use of Pleasing Color 


Eastman’s three-color process, first described in AR three 
years ago, is growing rapidly in importance; a special re- 
port on its use. Rosert B. Konrkow 


Handling Advertising Effectively; Part Il — Traffic 


A second excerpt from the procedures manual of Strom- 
berger, LaVene, McKenzie, this covers the vital function 
of meeting deadlines smoothly. 

Have your name, firm name, 
or product name imprinted on Running a Daily Newspaper at a Convention 
Listo Marking Pencils. Your cus- ; a : 
é ~ How Pennsylvania Lumbermens Mutual built its prestige 
tomers and prospects appreciate ain este Sila, odiiaiemtiaanaadl ‘Seas 3 Geto 
Listo Marking Pencils because ae a ee ee ates 
Listo makes a clear, bold mark on 
any surface. And the imprinted How to Buy Films for Television 
Listo Marking Pencil your cus- j i ; 
8 y ; A report on how experts pick the right syndicated films 
tomer uses constantly reminds 
: for the products they handle. MAuRINE CHRISTOPHER 
him of you... your firm ... your 
products. The imprinted Listo 


you give costs less than 25¢. A Guide to TV Film Distributors 


REFILLS in Another in AR’s basic reference series. 
black, red, 
blue, yellow, 
green and white 


Seven Ways to Increase Sales Through Packaging 


A survey of department store executives reveals the jobs 
they expect packaging to do in the selling process. 


TED SANCHAGRIN 
Ask your advertising specialty 


jobber for quantity prices . i 
: a 7? Personalize Your Premiums 


LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 


For greatest effectiveness, plan your premium program 
to get the full cooperation from the wholesaler, the dis- 
tributor, the retailer and the consumer. KENNETH F. Curry 
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CONTENTS 


Volume 5 © Number 5 


On-the-Spot Training for Salesmen 


Brown Shoe Co. boosted the efficiency of retail salesmen 
with this unusual combination of phonograph record and 
booklet. Miniprep WEILER 


Selling Direct Mail To and Through Dealers ... 


U.S. Rubber Co. uses direct mail to sell premium tires, but 


it took an imaginative approach to enlist the full support 
of its dealers. 


How the Post Office Can Help You ..............2.006: 
An official statement of the help you can get from this cru- face for every 


cial government agency, and how to use the mails most 


effectively. printed job! 


*America’s leading photo-composition 
‘ ‘ . : : 
What’s New in Wide Type ... . a machine . . . almost instantly produces 


A good look at what’s available in extended typefaces: quality hand lettering and display type. 
currently leading in popularity. MARGARET REYNOLDS Scripts, casuals, free styles, formals, outlines, 
gothics, futuras . . . and all other popular and 
modern alphabets are yours at important savings 

° ° ° ° - . . With Filmotype! Filmotype’s all-inclusive 
How Highway Signs Built Rock City em +o 9 selection contains over 1,000 styles and sizes of 


z . a 7 e lettering typography such as these new favorites: 
A simple, but consistent, advertising program in this 
medium, almost by itself, built one of the South’s out- 
standing tourist attractions. GEorGE MEREDITH 


ForTUNE) FILMOTYPE 


Advertising on Buses ...... TRAVEL , i rant 
The outside of a bus is a fine place to put a spectacular 1 GR UNpe 


advertisement; here’s how it’s handled in Milwaukee. 


BENN OLLMAN POLAR money-Ssaver 


How Sealy Gets Space for Displays . .. VODKA LO 3VESY) 


New ideas and miniature mock-ups get windows for 


large-scale displays. GeraLp C. SHAPPELL ‘ORLANDO phase of 


How to Build Floats . 5 aig i ZIRCON Mileotlising 


Here’s some basic background for that unusual assignment 
that comes every once in a while to every adman. Pee open 
L. F. VAUGHN : Filmotype. Ask your 
; local typesetter for 
the complete set of 


, Filmotype catalogs. Or 
Departments wt Xe 


for details on how 
you can easily own 


your own Filmotype 
Art & Photography. «oa Regular Features Techies. fill tae 
Audio & Visual Aids... 69 Books for Admen... 12 


mail the coupon below. 
Direct Advertising... 75 Buyers’ Guide & \ the FILMOTYPE corporation 
Layout & Typography... 85 Advertisers’ Index ae Bivd. 
° . te, ° 
Packaging & Labeling... 59 Coming Conventions... 16 


| io. 
Paper. + ae Competitions. uo we Composition Machine and how easy it is to | 


] Send information about the Filmotype Photo | 

, : ae i. own. } 
Photoengraving & Platemaking. .. od The Editor's Notebook... 6 [] Have your representative give me a demonstra- } 
Premiums. Prizes & Specialties 63 How I Solved a 9 tion right in my own office. | understand there | 


is no obligation. 
Printing & Binding... 33 Idea Album... 21 


Jonathan J eR am 

Radio & TV Production... 55 —_ aan Weinie the 3 FIRM ae Re era o Re 
Shows & Exhibits... Promotion Aine. . 16 ae aa = : 
Signs & Identification Materials... 91 Readers Write... 8 ———ZONE___STATE____— 


Window & Store Displays... 91 AR Reprints... 14 
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“_.. thanks to NAZ-DAR 
5500 Fast-Dry Screen 
Process Ink... colors 

match perfectly on reruns 
of our P-O-P pieces!” 


Satisfied advertising and sales exec- 
utives all over the world have made 
NAZ-DAR 5500 Fast-Dry Screen 
Process Ink their number one choice 
for displays, counter cards, window 
banners and other P-O-P material. 
This outstanding line of fast- 
dry silk screen inks minimizes off- 
setting during storage and offers 
really pure colors which sell your 
product in a quality manner. 
FREE COLOR CARD! 
Write for two 5500 color cards showing all 
26 colors. Keep one at your desk and give 
the other to your silk screen printer. You'll 


have a perfect color reference for all your 
silk screen display jobs. 


Consult your silk 
screen printer for 


helpful suggestions. 


The NAZ-DAR Company 
461 Milwaukee Ave., Chicago 10, Ill. 
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An Opinion... 


Letter-Spacing Can 
Add Impact to Your 
Special Typography 


We'd like to take exception to a 
few things our old friend Ken But- 
ler had to say in his “Tips for the 
Production Man” column which ap- 
peared in the March 4 issue of our 
sister publication, Advertising Age. 
Ken is boss man out at Wayside 
Press in Mendota, Ill., where AR is 
printed each month, and we respect 
his knowledge on graphic arts sub- 
jects. 

If you'll bear with us, we'd like 
to quote the first few paragraphs of 
Mr. Butler’s column: 


“Any printer who letter-spaces 
lowercase would steal sheep.” 

That is a pithy saying attributed 
to the late Frederic W. Goudy, 
grand old man of American type 
designing, creator of a dozen or 
more types that have made typo- 
graphic history. 

I wince when I see types letter- 
spaced and I would go Mr. 
Goudy a step further and include 
most upper case in same category. 
There might be a few extra con- 
densed capitals whose legibility is 
improved by letter-spacing, but that 
is about all. 


While we are willing to concede 
that the use of letter-spacing re- 
quires plenty of restraint, we can’t 
quite agree that this effective type 
“color” device should be avoided 
like the plague — particularly 
when it comes to all-cap lines. As 
a matter of fact, our personal opin- 
ion is that letter-spacing is con- 
sidered far too infrequently for all- 
cap lines. 


seeeeceeeencene CCCCCCCCCeteeenone COU ECUEUCCOECUCOUOCUCUECOSDEEREOCECEROECECRCEECREE 


Display typefaces in this issue . 


There is, however, pretty good 
reason for limited use of letter- 
spacing these days. Effective letter- 
spacing requires real craftmanship. 
You can’t just drop the same size 
spacing material between every 
character and let it go at that. Un- 
fortunately, with much less hand- 
setting of type being done these 
days, the really outstanding typo- 
graphic craftsmen are becoming 
fewer and fewer in number. 

Nevertheless, we can go through 
almost any issue of AR and pick 
out a dozen spots where effective 
letter-spacing would have provided 
very desirable effects. While, as a 
rule, we are opposed to all upper 
case lines, they do have a place — 
particularly for major headlines. 
(We would like to add, however, 
that use of all-cap headlines as a 
standard format is definitely con- 
trary to the rules of good, modern 
typography.) In many cases, these 
all-cap lines have much greater im- 
pact and are much easier to read if 
properly letterspaced. 

To defend his position, Mr. But- 
ler pointed out: 


Letter-spacing destroys the “color” 
that the type designer had in mind. 
If he had felt that each letter 
should be surrounded by a sea of 
white, he would have designed the 
face in that manner. 


Then, Mr. Butler went on to re- 
fute his own point by calling atten- 
tion to the “Book of Oz,” the typo- 
graphic masterpiece about the late 
Oswald Cooper. Mr. Butler noted 
that “many of the individual pieces 
of type [used in the book] were 
actually shaved thinner in order to 
compress the composition for a 
more compact, easier flow of read- 
ing. 


teceereceeer sreeceeeenceene COUUECECCECURCUECEECECUCCUCCRCEEOHOCRCCECOED 


. . Page 19—Volk Clip book #14; 22—-Dom Casual; 


25—Tempo Heavy & Handlettering; 33—Karnak Black; 39——Bernhard Modern; 
45—Bodoni Campanile; 55—-Tempo Heavy; 59—Tempo Heavy; 63—Steel Bold 
Condensed; 69—-Karnak Black Condensed; 75—Mandate & Tempo Heavy Condensed; 
77—Craw Clarendon; 85—Tempo Black Extended; 91—-Venus Extrabold Extended; 


95—Holla; 103—Handlettering. 





Frankly, we can’t see much dif- 
ference between adding a “sea of 
white” around characters and elim- 
inating the “sea of white” which the 
designer put there in the first place. 
Many of the world’s outstanding 
type designers both condensed and 
extended the spacing between their 
own types to meet the demands of 
a particular situation. 

As a matter of fact, the majority 
of typefaces were designed for up- 
per-and-lower case use. Except for 
some all-cap fonts, most designers 
planned their typefaces primarily 
for upper-and-lower case use. They 
never intended that the upper case 
letters should be used in a row by 
themselves without special attention 
to the letter-spacing of characters. 

Of course, the major key to the 
whole situation is the typographic 
craftsmen. While they’re few and 
far between these days, you can still 
find them if you choose your type- 
setting source carefully. Find one 
and you'll learn how type properly 
letter-spaced can play a vital role in 
making your advertising more ef- 
fective. 


> This is a good time to mention 
the special article on “wide type- 
faces” which you will find on page 
85. AR associate editor Margaret 
Reynolds has done a particularly 
interesting job of pulling together 
a lot of information on the subject. 
This ties in with our previous 
comments, since extended faces fre- 
quently can become more effective 
when properly letter-spaced. 


> In case you read Japanese, you'll 
want to be sure to get a copy of “A 
Technique for Producing Ideas” by 
James W. Young, senior consultant 
of the J. Walter Thompson Co., 
published by Seikicki Waki of 
Presarto-kai, Osaka. A review in 
the Japanese Living Design says, 
“It is a monumental publication in 
Japan, where ideas which have no 
visible form have not been rightly 
valued. It realizes the importance 
and value of ideas, not only in the 
field of advertising but also in any 
other field of our life.” 

Of course, if you prefer your 
books in English, you can obtain 
this stimulating volume in _ its 
original form for $1.25 from Ad- 
vertising Publications Inc., 200 E. 
Illinois St., Chicago 11. 44 


With always-current, 
Colorific-indexed 
catalogs in Heinn 
Loose-Leaf Binders, 
salesmen and dealers 

find three-second 
answers instead of 
fumbling for 
information. They 
free their minds 
for creative selling 
— new sales 
arguments, market- 
ing suggestions, 
new tie-ins with other products. Your 
sales go up and selling costs drop in relation to volume. 


Nearly 90% of sales executives contacted in a recent survey 
said that Heinn Loose-Leaf Binders had helped their salesmen 
and dealers. Such help invariably 


opens the way to creative selling = a 
. . . SO you can close more sales! 'H i 


Copyright 1957, by The Heinn Company, Milwaukee 


Sales-haskioned Heinn Loose-Leaf Binders make your 


PT il Mle Me lal ath Oe dl ele a le 
before dealers between sales calls, reduce order 
correspondence and impress your trade. Thou- 

sands of sales executives know these 

facts because they're Heinn cus- 

tomers. You can learn the 

sales-making Heinn 

plan by mailing 


this coupon: 


Copyright 1957, by 
The Heinn Company, Milwaukee 
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Service! 
TA 





integrate 


this display into your 
Overall sales program 







promote 


your displays for prompt RESULTS 
to your job- 

bers, distrib. from your point-of-sale 
utors, etc. 


merchandising, enlist 
the complete services of 


“ 
display 
sales 


write Today for full information 


1638 GEST STREET, CINCINNATI 4, OHIO 
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| Blankets for Heaters 


e I read with interest your excel- 
lent article on premium advertis- 
ing in the March issue. There is 
one point, touched on when the 
author referred to getting pin- 
pointed results, that seems to me to 
call for further comment. 

One of the pitfalls of using a pre- 
mium promotion is that it can 
readily establish the precedent of 
selling on a discount basis. To avoid 
this, we use our premium promo- 
tion as an early buying induce- 
ment. Inasmuch as the heating 
business, especially on space heat- 
ers, is seasonal, we have a perfectly 
logical reason — one which makes 
sense to the consumer — for giving 
an extra incentive for buying early. 

In a rather novel promotion 
which we conducted last year, we 
gave a nationally-advertised Field- 
crest blanket free, with the early 
purchase of a Temco gas heater. We 
tied the two items together with the 
title “Temco’s Housewarming Sales 
Festival.” 

The first reaction from our dis- 
| tributors was negative. They 
| seemed to feel that the gift of a 

blanket implied that our equipment 

could not be efficient. 

I banked on the innate common 
sense of the average consumer. His 
first reaction might be that this was 
a ridiculous promotion. He would 
then do a double-take and realize 
that he, regardless of which heating 
system he had, would still use blan- 
kets in his home. 

To sum it up, he did do a double- 
take. It ended up as the most suc- 
cessful promotion we have ever 
used, and turned a lot of hot pros- 
pects into cold cash. 

Wi.uiaM H. Ferriss 
Adv. Megr., Temco Inc., 
Nashville 


Fluorescent Coverage 


® Our management wishes to toss 
you simultaneously a bouquet and 
a brickbat for your report “What’s 
New in Fluorescent Color” (See 
AR, March). 

The bouquet: Appreciation for a 
well-written report; and thanks for 
needling us into again checking the 
coverage we, as screen processors, 
get from daylight fluorescent color. 


The brickbat: Don’t tell printing 
buyers that they can expect 1,100 
square feet of coverage per gallon 
of fluorescent color. We get 670 
square feet. 

Yes, the 1,100 figure can be ob- 
tained, but only at the price of 
dangerous reduction in quality. We 
know of at least one screen proc- 
essor who had to answer in court 
to an outraged printing buyer when 
this type of coverage was obtained. 

L. T. SHERMAN 

Estimator, The Color Process Co., 

St. Louis 

(Here we are, “caught in the 
middle” again. At least one of the 
major manufacturers insists that 
the figure we used is absolutely 
correct, but who should know bet- 
ter than an experienced printer? 


+o 


Wants to be Listed 


® Congratulations on the excellent 
article about fluorescent colors in 
your March issue. It certainly pre- 
sents a lot of good ideas for using 
them. 

However, we were disappointed 
that you neglected to mention Fas- 
son Radiant . . . our brand of pres- 
sure-sensitive paper which is avail- 
able in chartreuse, orange-red and 
orange-yellow. 

Mason Barr 

Gen. Sales Mgr., Fasson Products, 

Painesville, O. 

(Sorry to have omitted a basic pro- 
ducer, but we’re glad the ideas were 
good ... Ed.) 


‘Double Take’ Pictures 


e I noted in the February issue of 
AR a request for the sources of 
“Double Take” pictures, which 
seem to change, or look differently, 
as you stare at them. 

We, too, are interested in locat- 
ing a source of these “optical il- 
lusions” and would appreciate very 
much any assistance you may be 
able to render. 

L. A. BALLEw JR. 

Dir. of Merchandising, Pet Dairy 

Products Co., Johnson City, Tenn. 
(No results yet from our previous 
request, but we are still looking. 
Can anybody help on locating a 
source? . . .Ed.) 








THE MAGIC OF NEUTRACEL 





Hammermill unlocks the secrets of hardwood 
makes printing on Hammermill Bond look even better 


W" N you see printing on the 
new Hammermill Bond —letter- 
press, offset, 


engraving you'll see 


i difference. And you'll feel the differ- 


ence, too. It’s all the result of a new 
and exclusive Hammermill pulp 
Neutracel ® 

With Neutracel, 
unlocks the superior papern 


-rmill now 
laking 


grows in hard 


Hamme 


properties nature 
woods. Papermakers have tried for 
vears to bring these finer qualities to 


Now 


fine paper Hammermill has 


done it! 


Neutracel’s hardwood fibers knit 
closely with other quality pulps——to 
give vou Hammermill Bond with a 
more uniform formation. Hold a sheet 
of the new Hammermill Bond up to 
the light and vou'll see this uniform 
distribution of fibers the better 
formation that makes fot 


a smoother 


1 r readahle 
more readable 


velvety surface for 


printing, typing or writing 


With Neutracel, Hammermi!! Bond 
has greater bulk and opacity to lend 
importance and prestige to business 


and advertising printing 


With its exclusive Neutracel process, 
Hamm 
step forward to bring you Hammer 


mill Bond that 1) p 


ermill has taken a $6, 


rints better ask 
your pressman, types better——ask 
vour secretar\ looks better 

see for vourself. Hammermill Papert 


Company, Eri 


.MMERM, 
Ne BOND ~ 


Whites are gayer on 
Hammermill Opaque 








jd ere come the clowns! Faces painted to an unbelievable 


whiteness. A whiteness matched by Hammermil] Opaque 








Whatever you print on Hammermil!] Opaque offset or 





letterpress whites are whiter. Colors come up brighter, 
too breathe life into all your printing. Even black and 





white jobs have more snap. And Hammermill Opaque's 


treater Opacity minimizes show-through 











The file is easy to keep up to date 











O/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 


ADVERTISING REQUIREMENTS, 


200 E. Illinois St., Chicago 11. 


No material will be returned unless specifically requested, 
and accompanied by return postage. 


Clever Exhibit Stunt 
Builds Prospect List 


As every exhibitor knows, one of 
the major problems concerning a 
show is the securing of the names 
and addresses of exhibit visitors 
who might be good prospects. 

Since my client’s products de- 
pended on personal “at-home” in- 
terviews, the usual “Sign this card 

. drop it in the box... wina 
prize” approach was not satisfactory. 

Too much time was wasted if 
some qualification was not done of 
a prospect before the salesmen 
called on him. 

Our solution was a 350-photo ca- 
pacity camera which we installed 
in one corner of the booth. When 
we found a_ booth visitor who 
seemed more than casually inter- 
ested in the product, we suggested 
we take his photograph. 

The offer was usually accepted 
and of course, the name, address, 
and telephone number had to be re- 
corded for delivery of the photo- 
graphs. 

When the pictures were ready, 
our salesmen phoned the prospects, 
identified themselves, and asked 
when it would be convenient for 
the pictures to be delivered per- 
sonally. 

If the prospect agreed, we knew 
it meant he was favorably condi- 
tioned to our salesmen’s story, and 
the above average sales that re- 
sulted were natural. 

An extra bonus to us was the 
fact that when the costs were 
broken down, we figured each pros- 
pect’s photo cost approximately 
five cents each! 

Sanrorp L. KAHN 

Executive, White Ad 
Hollywood 


Account 
Agency, 


Print Doubles as Cut 
With Stat Method 
Frequently an advertiser, who has 


lost his original photograph and cut, 
will send a previously printed half- 


tone and request us to make a cut 
from that. 

We've found that moire and poor 
reproduction can be avoided with 
the following method. 

First we have a high-gloss stat of 
the proof made with about a 25% 
enlargement. This is mounted on 
the board, then retouched to elim- 
inate the dot pattern. Virtually all 
of the surface must be covered, so 
we enlarge only enough for work- 
ing convenience. 

Simple, flat tones are used. For 
example, all very dark areas can be 
painted in solid black without air- 
brushing, while large areas of gray 
can be frisketed and airbrushed. A 
word of caution, however: this sim- 
ple technique is best used for me- 
chanical subjects. 

The use of a stat enables us to go 
ahead with minor retouching, and 
we find that it not only sometimes 
produces a better cut than the orig- 
inal, but that it is very satisfactory 
in keeping costs down. 

Mary E. Kunn 

Meat Magazine, Chicago 


Product Research File 
Keeps Track of Past 


To handle my job as director of 
research efficiently, I've found I 
need to know, at very short notice, 
the results of possible past product 
studies. 

Without some practical method of 
keeping track of past research, 
however, I’ve found us losing enor- 
mous amounts of time on research 
which would not have been neces- 
sary. 

The solution to this problem has 
proven to be a “product research 
file’ which I organized to show 
which product studies had already 
been made, by whom, and when. 

In brief, the file is the compilation 
of our own research, business paper 
research results published in the 
last seven years, and information 
from reliable research and statis- 
tical institutions. 





‘wat “ROADSIDE 
COMBINATIONS, s 2 ay Pa S, 


by ofA 


of STEEL 
and ALUMINUM 


Any style or size sign you may want, we can furnish: 
Signs are silk screen processed 


on steel or aluminum. Paint 
enamels used are made to 


GRACE specifications and are 


PRE-TESTED for weather re- 
sistance. This means GRACE 
Signs afford a longer service life. 


PLAIN OR REFLECTORIZED 


GRACE Signs are available in baked enamel finishes or 
retiecterieed « with “SCOTCMLITE reflective sheeting —if 
you prefer, they tell— 
and sell— night and 
day ! Over 40 years of 
Know-How back every 
Sign produced by 
GRACE. 









*Reg. Trade Mark, 
Minnesota Mining & 
Manufacturing Co., St. 
Paul, Minnesota. 





FARMERS IMPLEMENT Cl PO) 
Cn otk. : 


SIZE — Emblem 4’ x 5’. Base sign, 3’ x 10’. 





SIZE —4’ x 3’, remov- 
able numerals. 


SIZE—4' x 3’. 


=. 


A TRULY FINE 
PALE BEER 











—=——— 

SIZE— Sign, 4 x 8’, 

illustration. 

WE DESIGN YOUR SIGN IF YOU WISH 
You may prefer a specially design- 
ed sign. Just let us know. We will 
submit a color sketch for your ap- 
proval. There are no obligations. 


SEND FOR CATALOG 
i IN FULL COLOR 


GRACE 


ST 


with 4-color halftone of 


SIGN & 
MFG. CO 


LOUIS 18 MO 
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The file is easy to keep up to date 
and for practical reasons, we. limit 
it to products of particular interest 
to our advertising agency. 

JOHN ORTENGREN 

Research and Marketing Director, 

Tessab Ad Agency, Stockholm 


Uses Black & White Prints 
To Produce Color Slides 


While arranging for a public re- 
lations tour with participation by 


FH at t Sa ig al ci t ; oO al ci ) every executive in the company, I 
fransparency 
WINDOW SIGNS AND VALANCES 


discovered that each of them other 
than the president had colored 
slides to show. 

Since his topic concerned the 
early history of our company, his 
photographs were of pre-color vin- 
tage and my main worry was how 
to turn those black-and-whites into 
colored slides. 

Trying for a natural effect so no 
one would realize we had “doc- 
tored” the old photographs, I first 
had matte finish prints made, then 
enlarged them about twice. With a 
prayer, I had the enlarged prints 
tinted with photo oil colors. 

Careful attention was given to 
true color reproduction, and re- 
straint, rather than a riot of arti- 
ficial-looking brilliance, was the 
order of the day. 

The results were so natural that 
when I actually saw the pictures 
projected, I had difficulty in not be- 
lieving myself that somehow those 
early photographers had used color 
film in their cameras. 

Rupert G. Brown 

Vice-President, Columbus Art 

Inc., Columbus. 





Millions of dollars in FREE ad space 


In terms of “advertising values”, the space on your dealers’ 
windows is beyond estimate—yet it is yours, absolutely 
FREE for an attractive and durable window valance or door 
sign. Identify and hold your outlets with International 
Transparencies. They offer more for your advertising dollar 
than any other type of sign available today! 
* 


Packaging Saves Wear 
On Rapidograph Pen 


While a Rapidograph pen can be 
very useful in an art studio, it can 
also be a great nuisance if it isn’t 
kept in constant use. For, once it 
dries up in the nib, it requires 
either valuable time for cleaning it 
up, or even worse, may need a trip 
to the factory for repairs. 

I solved this problem very simply 
by buying a polyethylene plastic 
sack of the type used to package 
vegetables. Now when I have fin- 
ished using the pen, I place it in the 
plastic pouch, along with a small 
wet sponge or a few drops of water. 

I keep the pouch securely shut 
| by folding over the top a couple of 
Write for complete information and FREE samples times, and clipping it shut with 


e e paper clips. 
international transparency co. 


Then, even after several weeks of 
310 LAKESIDE—CLEVELAND 10, OHIO not being used, the pen is ready for 


Sales offices in all principal cities instant use. 
AMERICAN DECALCOMANIA CO. OF CANADA e 735 Prince Rd. © Windsor, Ontario 


Longer lasting — on some locations for 15 years. 


®@ Richer, fuller, more attractive colors. 


© Equally effective night and day — translucency permits 


night time “illumination” from store lights. 
® Quickly and easily applied. 


® Does not interfere with window washing. 





For almost thirty years, America’s nationally known adver- 


tisers have used and preferred International Transparency 
window signs and valances. 


COMPLETE CREATIVE DESIGN AND ART SERVICE 





Rosert J. FREEMAN 
Boston. 
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HOW BIG 


An extra half-inch of height makes only a 
small difference in the appearance of a 
booklet. But the same half-inch can make 
a big difference in its final cost! Many times, 
a slight adjustment in the size or shape of a 
booklet can mean a much less expensive run 
Your printer, lithographer or screen processor 
can quickly supply the right answer to prob- 
lems like this. ‘Trying it on for size” is one 
of the first things he does on any job. And 


Sales Offices: Mead Papers, Inc.., 
118 West First Street, Dayton 2, 
Ohio + New York + Chicago 
Boston + Philadelphia « Atlanta 


IS A BOOKLET ? 


his wide, practical experience can benefit 
you in many other ways. That’s why it’s so 
important to talk with him before you start 
work on any printed piece. 

You'll like working closely with your printer, 
lithographer or screen processor. We know 
because we’ve done it for years in bringing 
them the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 





May 1957 





- ar: il 








Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They’re loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata- 
log Covers. 





When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert’ a new Acco 
Fastener and the 
Folder is ready for 
another year's filing. 





ACCOBIND 


folders 
ACCOPRESS binders 
PIN-PRONG binders 

(for marginal multiple punched forms) 


ACCcO 


clamps 
ACCO punches 


THE ACCOWAY SYSTEM 


( for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 
A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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@ How to Use a Tape Recorder . 
in your business ... in your home, 
by Dick Hodgson and H. Jay Bullen, 
Hastings House, New York, 216 
pages, $4.95 . . . Unlike previously 
published books on tape recording, 
which have been written primarily 
for professional recording techni- 
cians or the “hi-fi” fans, this new 
volume is aimed at helping business 
and home recorder owners learn 
how to get full value from their ma- 
chines. It is written strictly for the 
recorder owner who doesn’t know a 
cathode-follower output from a 
phono jack (and cares less). While 
it explains in layman’s language the 
basic workings of a tape recorder 
and its accessories, its primary pur- 
pose is to show how to get maxi- 
mum use from this versatile, mod- 
ern-day tool of communication in 
business and the home. 

For the businessman, there are 
hundreds of potential uses of the 
tape recorder in business explained 
in detail — everything from using 
a recorder for training new sales- 
men to cutting costs on inventory 
taking and adding a voice to point- 
of-purchase displays. For those who 
have a recorder in their homes (or 
a portable one brought home from 
the office), the book presents 
everything from dozens of sugges- 
tions for party games and helping 
Junior with his music lessons to 
using a recorder for telling Dad 
“what’s for lunch” when Mom’s out 
playing bridge. 

The use of tape recorders in ad- 
vertising get special treatment, with 
a variety of new and unusual sug- 
gestions. And for those who have 
yet to buy a recorder, the book ex- 
plains what to look for in selecting 
a suitable machine. 

The book is co-authored by Dick 
Hodgson, executive editor of Ap- 
VERTISING REQUIREMENTS, and H. Jay 
Bullen, a California adman who has 
been a frequent contributor to AR. 
Interestingly, the book was “writ- 
ten” primarily on tape recorders, 
with the co-authors handling var- 
ious details of writing and editing 
via tape recordings mailed between 
Chicago and California. 


e An Ad Man Ad-libs on TV, by 
Bob Foreman, Hastings House, New 
York, 173 pages, $4.50. . . For a 
light-hearted, but not light-headed, 
approach to the advertising side of 


television, there is nobody who can 
quite come up to Bob Foreman. In 
his somewhat impertinent, but often 
provocative, column in Sponsor, he 
has pointed at weaknesses and in- 
consistencies in the use of this 
medium. The best of his columns 
have been reprinted in this book. 
Mr. Foreman speaks with experi- 
ence from his position as vice-pres- 
ident in charge of television and 
radio, BBDO. Keep this book on the 
coffee table in your television room. 
It is a pleasant antidote to some of 
the more outrageous phenomena on 
the screen. 





—from the book jacket 


© Typography of Press Advertise- 
ment, by Kenneth Day, Macmillan 
Co., New York, 304 pages, $14... 
“Typography through British eyes” 
might be the subtitle of this lively, 
well-organized advertising manual 
— which, incidentally, can serve as 
a source-book for American admen 
too. Brief, to-the-point chapters 
take up legibility, suitability for 
production, reader association, text 
setting, and a wealth of related ma- 
terial on layout, display faces and 
fashions in advertising type usage. 
Unlike some English typographers, 
the author adopts a flexible ap- 
proach to current and past experi- 
ments, citing Bernard Shaw’s dic- 
tum, “The golden rule is that there 
are no golden rules.” 

The book draws on type speci- 
mens from foundries in the U. S. 
as well as Western Europe. An un- 
usually ample section — 77 pages 
long — gathers these together and 
allows readers to observe body and 
display types in a variety of lead- 
ings and spacing. Of particular in- 
terest to American readers is a 
gallery of advertisements in the 
back, representing a cross-section 
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Discover the time-saving magic of PLASTIPLATE®, the 
plastic offset plate. Two types available. See how they 
run—right on your own press! No cost to you. 

Pre-sensitized Photospeed PLASTIPLATE for spar- 
kling halftones and crisp linework. All processing 
steps built in—just expose, de-sensitize, and print. 

Direct Image PLASTIPLATE that takes typing so 
beautifully and permits fast, non-detectable correc- 
tions. And you can write or draw directly on its pat- 
ented plastic surface. 

See how they run! Free samples upon request. 


Remington. F®and. 


DIVISION OF SPERRY RAND CORPORATION 


C5 
> 
a 
c> 
C5 
om 
> 
Cc 
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Remington Rand, Room 1561 


315 Fourth Avenue, New York 10 
Please send me free samples of — 


(] Pre-sensitized Plastiplate 
(] Direct Image Plastiplate 


Make & Model Press_ 


Address_ 


000000000 


City__ 


May 1957 + ar ° 








13 





of good contemporary British ad- 
vertising. Well-selected illustrations 
and informative tables augment the 
book’s usefulness. 

There are some fascinating ex- 
cursions into type fashions of the 
past two generations, suggesting 
that admen dust off some of the art 


and layout treatments of the 20’s 
and 30’s. 


MM 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25¢ each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in money order, check or coin. Send all orders to: Reprint Editor, Ad- 
vertising Requirements, 200 East Illinois St., Chicago 11, Ill. Please include 


© Advertising at the Point of Pur- 
chase, by Julian Boone, 248 pages, 


payment with all orders for $2 or less. 


New This Month! 


221 Make the Most of Your Star — by Don Young 
Some advice from Wilson & Co. on touring a t 
An Expert Answers Your Questions about Trading Stamps 


Hoffman-LaRoche Dares to be Different 
The full story of the campaign that won the DMAA’s Gc 
Ten Rules for Believable Testimonials 


A guide to the basic principles of using endorsements 


Getting Your Film on TV .. . Cost Free — by Richard Marvin 


An expert tells you how to enlarge the audience for your films 


How to Use Highway Signs 


A guide to the basic principles of roadside advertising 


Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this mediun 


Philco Signs Up — by Allen Sommers 


A sign program meeting 
Dealer Program Builds Unity for Culligan 


How to get 1,100 independent dealers t n a cooperative identification progran 


How Agencies Work Together — by James Robertson 
The background of a successft ampaign that required detailed coordina 
Miller Makes a Film — by Benn Oliman 
How Miller Brewing developed 


Emblems — by Robert M. Marks 


A practical guide to the development of an emblem ntification prograr 


Letter Reproduction — by Margaret Reynolds 
A special AR 


Premiums at General Mills 


The inside story of one of the country’s largest users of premium 


A Contest Isn’t Over When the Winners Are Picked — by Phil Seitz 


How Dodge gets the greatest value from its ‘‘Dodge for Life’’ contest 


Progress Report on Electronic Engraving — by David Saltman 


The results of extensive research on the practical use of this new technique 


Merchandising Publicity — by Morris B. Rotman 


Case history of how a publicity program drew extra dividends through effective merchandising 


Less Than Ic Per Impression — by Mildred Weiler 


The story behind an effective business movie produced for the Wabash Railroad 


Abbott Aims at the Consumer — by Bert Enos 


How Abbott Laboratories advertises to consumers without sacrificing its ‘‘ethical’’ approach 


Chiquita Banana Goes to School — by Clarence W. Moore 


United Fruit Co.'s effective educational program carries the story of bananas to teachers and students 


Loose-Leaf Binding 


Here’s a list of 28 checkpoints on selecting the proper loose-leaf binding 
ere’s a list of 28 p g p 


Exhibit Photos — How to Put Them to Work 


Here’s how a number of exhibitors have put their trade show exhibit photos to work 


How to Promote A Ten-Cent Gadget — by John C. Swift 


The promotion behind White Cap Company’s premium item, the Lid Flipper 


Planned Personalized Promotion — by Haviland F. Reves 


How a Detroit restaurant personalized its promotion 


How to Merchandise TV Tie-Ins — by Frank Jacobs 


Feather Your Nest’ tv show makes the most of its tie-ins by active merchandising programs 


Budgeting for Trace Shows — by Robert R. Moore 


An excellent guide for any adman faced with trade show budgeting problem 


The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


Fairs have become an important advertising medium and a place for hard selling 


How to Prepare a Modern Annual Report — by Herbert C. Rosenthal 


Some realistic guides for the preparation of effective annual report 


The Role of Advertising Specialties in Selling 


How they fit into the over-all advertising progran 


Do's & Dont’'s for Better Press Releases — by Dick Hodgson 


A helpful checklist for getting better results from publicity effort 


following reprints are available at 50¢ each: 


AR Idea Album 


A collection of 114 ideas taken from our popular and helpful! feature 


211 A System for Controlling Printing Costs — by Frederic Kammann 
A five-part series that outlines a practical system for saving 10°% on your 
172 202 Tips for Direct Mail Advertising 


A 16-page booklet reprinting AR’s two special articles on direct mail advertis 


171 How to Get Better Advertising Photos — by Errol Prince 
AR’s two-part series of down-to-earth articles on getting and using advertisinc 


The following reprints are available at $1 each: 


202 How | Solved It 
This 64-page book contains more than 125 selected ‘‘How I Solved It’’ Items submitted by AR’: 
201 Advertising Copyright — by Robert J. Burton 


Copyright protection for graphic art—a compilation of a series of 10 AR articles 
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McGraw-Hill Publishing Co., New 
York, $6.95 . . . No dreamy treatise, 
this book is the essence of prac- 
ticality in describing the actual 
practises and experiences of more 
than 150 leading advertisers in more 
than 20 different product classifica- 
tions. 

Compiled through the joint efforts 
of the Point-of-Purchase Advertis- 
ing Institute and the Assn. of Natl. 
Advertisers, the backbone of the 
book represents the results of a 
survey conducted among 150 ad- 
vertisers in 1954. 

The functions of p.o.p. advertis- 
ing in the over-all promotion pic- 
ture are discussed and the impor- 
tance of proper planning and 
methods is emphasized. 

The case histories, which range 
from food products to major elec- 
trical appliances, are carefully 
described and well-illustrated 
While the book contains a liberal 
supply of black-and-white half- 
tones, it gains additional impact 
through the use of eight full-page, 
four-color display examples. 

Other portions of the book are 
of equal value to the reader by in- 
cluding factual and helpful infor- 
mation on budget controls, time 
schedules, field research, materials, 
tie-in programs, packaging, pur- 
chasing, distribution, merchandis- 
ing, plus a host of other features. 


© Patterns for Bulletin and Booklet 
Layouts and Illustrations, by 
Grace E. Langdon, College of Agri- 
culture, University of Wisconsin, 
Madison Wis., 16 pages, 50c ...A 
brisk, pointed treatment of com- 
mon layout problems is offered in 
this booklet by a journalism pro- 
fessor from the University of Wis- 
consin. The basic patterns she an- 
alyzes layouts into (with the help 
of her artist colleague, Byron C. 
Jorns) can be used for advertis- 
ing as well as editorial content. Al- 
though the patterns described—U- 
shapes, pyramids, and so forth—are 
not original, they are continually 
useful. Each is designed to lead the 
reader’s eyes to the center of in- 
terest. For basic information or re- 
view, “Patterns” is a valuable tool. 





In any business a good impression helps close 
the sale. That’s why, among business execu- 
tives, ATLANTIC BOND is first choice. 


First Choice becausé— ATLANTIC BOND looks 
better...it’s a whiter, brighter white. It has 
snap and crackle...feels more important. 


First Choice because—ATLANTIC BOND is the 
only paper which shows the substance weight 
as part of its watermark. 


First Choice because — ATLANTIC BOND is 
better-formed. Impressions take better—look 
more sharp and clean. The “just right” bulk 
and rigidity mean smoother running always. 


Give your message the importance it deserves 
—on ATLANTIC BOND...first in its field in sales. 
Ask your Eastern Corpcration Merchant for 
a sample packet, available in white and a wide 
range of colors. 


whenever the impression 
counts first 


Atlantic is 1st in sales 


of all 
genuinely watermarked 
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EXCELLENCE IN Atlantic Papers Pelt ote 


FINE PAPERS 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF QUALITY PAPER AND PUROCELL PULP 
MILLS AT BANGOR AND LINCOLN. MAINE » SALES OFFICES: NEW YORK, BOSTON, elie CHICAGO, ATLANTA 
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BA's 


PORTE 


Zeensational, new 


Yy 


si ~—e 1 
HOLLYWOOD rT 
WENA Tas 


Brand new display idea! A visual 
forceful tre-in ielaieli that 77 be rommetlels 
performer. of your attraction 


ingly inexpensive too! 


Send for FREE Idea Book 
ae aie ae Le 
FREE Consultation and Sketches 


HOLLYWOOD BANNERS 


Logo Drape Dept 


116 EAST 32ND STREET * NEW YORK 16, N. Y 
TELEPHONE: OR 93-4790 


“RENDER 
TO CAESAR 


.-AND TO YOUR CLIENTS 
THE PERFECT ENGRAVINGS 
THEIR ADS REQUIRE. 

USE DOT FOR BEAUTIFUL 
COLOR, OUTSTANDING 
BLACK AND WHITE. 


gD od Engravers, Ine. 


600 W. VAN BUREN ST 
CHICAGO 7, STATE 2-5367 
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Conventio as 


All meetings listed here are annual con- 
ventions, unless otherwise described 


MAY 


1-4 . . . National Paper Box Manufactur- 


ers Assn. Inc., Eden Roc Hotel, Miami 
Beach, Fla. 


2-3 . .. International Advertising Assn., 
Hotel Roosevelt, New York 


2-4 . . . National Assn. of Litho Clubs, 


annual convention, Palmer House, Chicago 


3-6 . . . National Art Materials Trade 
Assn., Biltmore Hotel, Los Angeles 


5-7 . . . Magazine Publishers Assn. Inc., 
The Greenbrier, White Sulphur Springs, 
W. Va. 


9-11 ... International Typographic Com- 
position Assn., Easter Spring Conference, 
Hotel Sheraton, Philadelphia 


10-11 . . . International Affiliation of Ad- 
vertising and Sales Clubs, 55th annual con- 
ference, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 


12-15 ... National Newspaper Promotion 
Assn., Jung Hotel, New Orleans 


13-16 . . . National Office Management 
Assn., Office Equipment Show, Shrine 
Auditorium, Los Angeles 


15-17. . . Research and Engineering 
Council of the Graphic Arts Industry Inc., 
Benjamin Franklin Hotel, Philadelphia 


16... Fourth Annual Advertising Con- 
ference, University of Michigan, Ann 


Arbor 


25-31 . . . Advertising and Editorial Art, 
36th annual exhibition, Art Directors Club 
of New York, Waldorf-Astoria, New York 


26-29 . . . Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 


27-29 ... National Sales Aids Show, Ad- 
vertising Trades Institute Inc., Statler 


Hotel, New York 


JUNE 


1-16 . . . Graphic 57, Intl. Fair of Print- 
ing and Allied Trades, Lausanne, Switzer- 
land 


5-7 . . . National Sales Executives Natl. 
Convention, Biltmore Hotel, Los Angeles 


9-12 . . . National Industrial Advertisers 
Assn., 35th Annual Conference, Waldorf- 
Astoria, New York 


9-13 .. . Advertising Federation of Amer- 
ica, Hotel Fontainebleau, Miami Beach 


10-11 . . . Outdoor Advertising Assn. of 
America, 5th painted display conference, 
Hotel Sherman, Chicago 


16-19 . . . Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 


Falls, Ont. 


16-19 . . . Newspaper Advertising Execu- 
tives Assn., Grand Hotel, Mackinac Island, 
Mich. 


16-19 . . . Engraved Stationery Manufac- 
turers Assn. Inc., French Lick-Sheraton, 
French Lick, Ind. 


19-21 . . . American Marketing Assn., 
Natl. Convention, Hotel Statler, Detroit 


24-27 .. . American College Public Rela- 
tions Assn., Hotel Fontenelle, Omaha, Neb. 


24-28 . . . Advertising Assn. of the West, 
54th annual convention, Hawaiian Village, 
Honolulu 


JULY 


4-7 . . . National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 


28-30 . . . Illinois Photographers Assn., 
Del Prado Hotel, Chicago 


28-Aug. 2 .. . International Graphic Arts 
Education Assn., annual convention, Roch- 
ester Institute of Technology, Rochester, 


2. 
AUGUST 


4-7 . . . International Assn. of Printing 
House Craftsmen Inc., Buffalo 


15-16 . . . Business Paper Circulation, 
second annual seminar, Edgewater Beach 
Hotel, Chicago 


23-27 . . . Advertising Specialty National 
Assn., Palmer House, Chicago 


AUGUST, 1957 


Aug. 1-Oct. 30 
Old Stove Roundup . . . sponsored by 
American Gas Assn., 420 Lexington 
Av., New York. 

Aug. 1-31 


National Sandwich Month .. . coordi- 
nated by the Wheat Flour Institute, 309 
West Jackson Blvd., Chicago 6. 


Plumbing, Heating, Cooling Month... 
sponsored by All-Industry Plumbing and 
Heating Modernization Committee, P. O. 
Box 1919, Washington 13. 


Aug. 4 
Friendship Day . . . sponsored by Hall- 
mark Cards Inc., 25th and McGee, 
Kansas City 41, Mo. 

Aug. 8 
International Character Day . . . spon- 
sored by Intl. Assn. of Characters, Box 
1977, Phoenix, Ariz. 

Aug. 14 
V-J] Day (end of war with Japan). 


Aug. 18-24 
National Denim oes 
The Denim Council, 
York 16. 

Aug. 19 
National Aviation Day 


. sponsored bv 
375 Fifth Ave., New 


Aug. 25-31 


International Rye Bread for Variety 
Week . . . sponsored by Intl. Bread 
Weeks Inc., 333 N. Michigan Ave., Chi- 


cago l. 
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Can you tell the difference in the illustrations on 
the front and back of this insert? The illustration 
on the front was printed letterpress. The illustra 
tion on this side was printed offset. Interstate 
Printing Company gives you faithful plate 
reproduction and tone values whether it is printed 
letterpress or offset. Whatever your printing 
problem may be, Interstate can solve it for you 


with the finest printing and give you fast service. 


CAN YOU TELL THE DIFFERENCE 


Interstate turns out their printing on fast, 
single color presses using high-gloss inks that 
cannot be run on multi-color presses. 

You pay for the finest printing. Do you get it? 
If not, try us. We never fail to make a delivery 
on time. LETTERPRESS OR OFFSET. 


PRIN TEN G 


CA 22-9507 * M&M BLDG. * HOUSTON, TEXAS 





to enter 


Annual Reports 


Sponsored oy Financial World, 86 Trin- 
ity Place, N. Y. 6. Covers the best re- 
ports in various industrial classifications. 
Also categories or annual report adver- 
tisements, statistical yearbooks, post- 


meeting reports to shareholders. 
Closes June 1, 1957 


Hot Dogs in Ads 


Sponsored by Tee-Pak Inc. as part of 


Natl. Hot Dog Month. Information from 
Gordon Winkler, Daniel J. Edelman & 
Associates, 437 Merchandise Mart, Chi- 
cago 54. Covers advertisements appear- 
ing between January 1 and August 31 
portraying but not advertising hot 
dogs. 


Closes August 31, 1957 
Printers’ & Lithographers’ Self-Advertising 
6th annual, sponsored by Printing Indus- 
try of America Inc., 5728 Connecticut 
4dve.. NW, Washington 15, and Miller 
Printing Machinery Co., 1117 Reedsdale 
St... Pittsburgh 33. Covers advertising 
programs of letterpress, lithographic, 
gravure, silk screen and allied process 
printers completed between Sept. 28, 
1956 and closing date. 
Closes September 13, 1957 


Announce Winners 
In Stamp Contest 


Winners of the Natl. Soc. of Art 
Directors’ Stamp Competition, com- 
memorating the 50th anniversary of 
the Air Force, were announced Feb. 
20 at the Society of Illustrators in 
New York. 

Alexander Nagy Jr., of the Visual 
Presentation Branch, Air Research 
& Development Command, USAF, 
was awarded first prize. Second 
place went to Charles Dickinson, 
Grant Advertising, Detroit, Mich. 
Third place went to Richard Blake- 
more, Pitt Studios, Cleveland. 

The design of the winning entry 
will be used by the Post Office on 
an air mail stamp to be released 
Aug. 1. 44 


Good idea .. . Try to get the car in 
it. 


REVOLUTIONARY! 


NEW MEYVTERCORD 


PRESSURE SENSITIVE 


ae ce 


Freshy Admiral 
Sever lye! 


eall the advantages of 
pressure Sensitive application! 
- all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 
Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Gunther 
Beer, Arkansas Traveler Boats and others. No water is needed for 
the simple, fast application. As a result, far more of these 
Meyercord Pressure Sensitive Signs go up on location. Routemen, 
salesmen and field crews welcome this new convenience in 
Point-Of-Sale Decals. There are no restrictions as to design, shape 
or colors. They’re available in either halftone or poster style. 
Hurry ... let us send you samples and full information. 

Write on your company letterhead to: 


THE MEYERCORD CO. 
OL DA i ar LL CHICAGO 44, ILLINOIS 





Impression.... 


THE MILLER PRESS 


THE MILLER PRESS 


Gilbert Papers 


You'll find a bonus of impression for your correspondence when you use 
a Gilbert Quality Paper. Made with new cotton fibres these papers 
are outstanding for crisp beauty and performance. Tub-sized, air dried, they GILBERT 
provide a superb cockle finish and excellent erasure. Priced no 
higher than other cotton fibre papers. They are, at the most, but a 


half a cent per letterhead more than papers not having the 


considerable advantages of cotton fibres. Ask your supplier. 


A GOOD LETTER !S ALWAYS BETTER...WRITTEN ON A GILBERT COTTON FIBRE PAPER 
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By Stanley E. Cohen 
AR Washington Editor 


To secure local carry-through of a 
nationally-conceived plan, the ma- 
terials must be right. This is true 
whether it is a plan conceived by a 
manufacturer for his dealers or by 
an association for its local chapters. 
One of the better examples of such 
carry-through is the work done by 
the National Assn. of Home Build- 
ers in setting up schools for home 
buyers throughout the country. 

It started with the recognition of 
a cold fact. For most people, the 
purchase of a home is the largest 
financial transaction in their lives. 
And yet the experiences of builders 
indicate that most of the nearly 
3,000,000 families who buy a home 
each year are pathetically unin- 
formed about the many considera- 


SCHOOL FOR 
HOME BUYERS 


(Lah bhhhaldllldllalasaa 


tions — construction, location, price, 
financing, and so forth which 
should enter into this crucial de- 
cision. 

From time to time local efforts 
had been made to furnish prospec- 
tive buyers such information, but 
most of these had been transitory. 
NAHB felt that it would be per- 
forming a genuine public service — 
and gaining good public relations 
value — if it started local schools 
for home buyers. 


> Because the building industry is 
made up of thousands of individual 
companies, most of them too small 
to have any public relations re- 
sources, p.r. activity is up to the 
local associations and the national. 
On a national basis, the responsi- 
bility has been turned over to the 
newly completed National Housing 


Center, an organization devoted to 
the development and promotion of 
good housing procedures and public 
relations. The Center occupies a 
new nine story building in down- 
town Washington. (See Dec. 1955 
AR.) 

Once it was agreed that a school 
for home buyers was a particularly 
worthwhile project, the staff of the 
Housing Center looked into the ex- 
periences of local building groups 
which had conducted experimental 
schools. On the basis of this re- 
search, supplemented by consulta- 
tion with the technical staff of the 
NAHB, Davis W. Snow Co., public 
relations consultants to the Center, 
worked up the curriculum for a 
pilot school. 

It was agreed in advance that 
this material, together with appro- 
priate training and promotional aids, 
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Practical Instruction . . 


would later be packaged into kits. 
These would be available to the 265 
local builders associations through- 
out the country, and serve as the 
basis for locally sponsored and op- 
erated schools. 


> For the Washington test run, the 
National Housing Center joined 
with the Home Builders Assn. of 
Metropolitan Washington. The site 
for the school was no problem, 
since the Center has a beautifully 
equipped auditorium for 300 people, 
plus ample room for special ex- 
hibits. 

The plan called for four sessions, 
each to run two hours, and sched- 
uled for two a week for two suc- 
cessive weeks. The subjects to be 
covered were the following: 

e Financing 

® Design and Site 

© Construction 

® Home Owners Responsibility. 


> One of the first serious problems 
was registration. Syd Kasper, ac- 
count executive for Davis W. Snow 
Co. sensed that the advance promo- 
tion had to be keyed so that the 
course would build to capacity, 
without turning away too many. 
Advance registration was tried, but 
on opening night 600 persons turned 
up. To meet this problem registra- 
tion blanks were distributed to the 
“overflow” group, and more than 
300 were registered for subsequent 
courses, promised in the near fu- 
ture. 

The sessions on financing, design 
and site and homeowners’ responsi- 
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. Builder Richard Goodwin, Merchantville, N. J., points out the 
fine points of rough framing as carpenters erect an actual house section. Interested 
home buyers at the Washington school follow him closely. 


bility were handled as panel dis- 
cussions, with lengthy question and 
answer periods. Officials of local 
lending institutions, top architects, 
and experienced builders were all 
happy to. participate in the 
“school’s” faculty. 

A more novel approach was at- 
tempted for the session on construc- 
tion. Instead of a lecture on build- 
ing procedures, the “students” saw 
a demonstration in which a portion 
of a house wall was actually con- 
structed on the stage. To lend 
further realism, an honest-to-good- 
ness VA inspector was on hand to 
go over the “finished product” and 
point out the factors that contribute 
to a good result. 


> On the basis of the highly success- 
ful “pilot” school, the Housing Cen- 
ter moved quickly ahead with the 
completion of the kit. While the 
actual content of the lectures and 
the selection of speakers was left to 
the local sponsoring groups, each 
kit contained comprehensive sum- 
maries of the topics treated in the 
discussions at the “pilot” school. 

All sessions had been tape re- 
corded. After several playbacks, 
lecture outlines were extensively 
revised to anticipate the questions 
raised by persons attending the 
“pilot” school. For the session on 
Financing, for example, the revised 
outline placed additional emphasis 
on the need to discuss the “current” 
mortgage market in the local com- 
munity. Under Design and Planning 
there was a notation that audiences 
seemed concerned to know what the 





architect does, what he charges, and 
what he does for his fee. 


> One of the big advantages of using 
a kit, Mr. Kasper explains, is that it 
gives each local group the benefit of 
expert advice, without binding them 
too closely, and without depriving 
them of the opportunity to use their 
own initiative. 

The material distributed as a kit 
to the local building groups is con- 
tained in a 10x13” gatefold, which 
opens up to expose four pockets. 
The folder is silk screened in five 
colors, with a coat of varnish to 
provide an attractive finish. On a 
sheet, 18x40”, a five inch flap was 
turned up and stapled at the ends 
to form the pockets for the material. 
Design was by Jack Shulman, silk 
screening by Adcraft, printing by 
Fontana Lithograph Co., all Wash- 
ington. 

Along the flap, copy is printed, 
which outlines the steps to be taken 
by a local sponsor. They are as fol- 
lows: 


A. Set your date, 
place. 


time, meeting 


B. Organize your faculty. 


C. Begin local press, radio, tv pub- 
licity. 


D. Order posters, have them im- 
printed, spot them in model houses, 
public buildings, commercial estab- 
lishments, etc. 


E. Order diplomas, lecture outlines, 
registration forms. 


F. Make sure you have plenty of 
publications. 


In a narrow black strip running 
along the top edge of the flap, 
labels for the pockets are printed 
in reverse. The major part of the 





Colorful Kit . . 
silk-screened in six colors, holds all ma- 
terials needed for running classes. 


. Four pocketed folder, 








material prepared specifically for 
the course is mimeographed. The 
sections are as follows: 


e Publicity aids ... A background 
memorandum, several sample press 
releases, radio and tv spots, and a 
sample poster, suitable for imprint- 
ing. 


® Outline of Lectures .. . In addi- 
tion to a two-page outline of pro- 
cedure, this pocket contains outlines 
and fact sheets for each of the four 
sessions. 


® Publications . . . Sample copies of 
available material which, it is sug- 
gested, might be distributed. These 
include some publications of the 
Center or of the NAHB, such as a 
pamphlet “Your New Home” and 
“How to Buy a Home,” a Scripto- 
graphic booklet with the NAHB 
imprint. 


e For “Students”... Here are sam- 
ple copies of a registration form and 
of a diploma, a stock certificate by 
Goes Litho, imprinted for the spe- 
cific course. 


In addition to flexibility, the use 
of a “kit” has other advantages, not 
the least of which is low cost. Ac- 
cording to Mr. Kasper, production 
of 500 complete kits, including am- 
ple extra copies of such items as 
registration cards, leaflets, lecture 
outlines and press releases, was ac- 
complished within the $1,500 budget 
available for the project. 


> While the original plan contem- 
plated that “schools” would usually 
be organized by home builders, the 


Housing Center has received re- 


quests from many kinds of groups 
20 states, 


in more than 


including 








Questions Keep Coming 
the audience after a panel discussion on design and site. 


vocational schools, YMCAs, news- 
papers and many others. In these 
situations it gives the local home 
builders group “first call” on the 
material, with notice that the kit 
will be released to other potential 
sponsors if the home builders 
unable or unwilling to proceed. 

Builders have displayed a great 
deal of excitement over the propos- 
al, with many groups contemplat- 
ing “schools” timed to the spring 
home building season. Although the 
“school” is generally oriented for 
the benefit of the home buyer, it 
provides the builder with a chance 
to show his side of the residential 
construction picture too. For ex- 
ample, on “Construction Night” in 
Washington, panelist Joseph Geer- 
aert, Rockville, Md., home builder 


are 





. Architect Cloethiel W. Smith is besieged by members of 


explained to the home seekers the 
number of expensive operations a 
builder has to take before he can 
even start building homes. Richard 
Goodwin, Merchantville, N.J. (who 
supervised the construction of the 
sample wall) pointed out that hair- 
line cracks in plaster can occur even 
in soundly constructed new homes. 
Architects Satterlee and Smith 
showed how architects can save 


home builders time, money and 
headaches. 
> Best of all, The Home Center 


found that almost 75% of those who 
attended said they were interested in 
buying a new home. Who could ig- 
nore so fertile a market at a time 
when home builders are finding it 
necessary to scratch for prospects!¢ 4 


IDEA ALBUM 
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An interesting way of building a list of visitors is bein sed by Man é 1 hese ese 
Lily-Tulip Cup Corp., at various business shows. A group of ab« that is hereby x h ‘ ind norable 
20 paper cups is held upright in a rack at the back at the booth. j order of Time New: h k } eck 
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to attract participants, but is actually difficult enough to av | ink. WV inneé 1 é t nm heate f 
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Ulcers and advertising go hand in 
hand thanks to the many peaks, rus) 
projects and deadlines that agencies 
must cope with. Additional help 
might seem to be the answer, but 
the present help shortage coupled 
with the time and expense necessary 
to put personnel on the payroll may 
only intensify the problem. 

Agencies, however, have found an 
answer to the “extra help” problem 
in the temporary help bureaus whose 
employes can be called upon to get 
a job done. 

In Milwaukee, Klau-Van Pieter- 
som-Dunlap Inc. was aware that its 
media file needed reorganization for 
more efficient operation in keeping 
with the fast moving pace of an ad- 
vertising agency. But, the agency 
also knew that the project would be 
a long and tedious one. 


> New file folders had to be labeled 
and the old folders’ contents culled 
and rearranged. The project would 
have imposed a heavy if not impos- 
sible work load on the agency’s staff 
and would have taken a long time to 
complete if it were handled as a 
fill-in task. There was the risk too 
that the daily routine might suffer. 

It was then that Harvey Gott- 
schalk, the agency’s office manager, 
suggested that "Manpower Inc., the 
temporary help firm that had as- 
sisted on other agency projects and 
overloads, be called. 

“Three months later the change- 
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When an agency or an advertising department 


is overwhelmed by a flood of special work, 
here’s an alternative to tiring overtime. 


over in our publications and data file 
was completed. Our own staff was 
not overburdened with this ‘extra’ 
project and the work here went on 
uninterrupted,” Mr. Gottschalk 
pointed out. 


>“We frequently need temporary 
secretaries, typists and other office 
workers to meet a myriad of produc- 
tion crises in all departments. Rather 
than keep a heavy staff on hand for 
periodic peaks and rush projects we 
call on Manpower to fill our tem- 
porary needs,’ Mr. Gottschalk ex- 
plained. 

KVPD recently conducted a con- 
sumer contest for one of its clients. 
There was a great deal of prelimi- 
nary mechanical work to be done. 
Entries had to be checked to deter- 
mine if they complied with contest 
rules before they could be turned 
over to judges. The agency needed 
someone to spend as much time as 
was necessary—two, three or five 
days a week—to sift the eligible en- 
tries as they came in. 

“Again rather than sidetrack one 
of our employes we called in Man- 
power,” said Mr. Gottschalk. 

“In today’s tight labor market, it 
takes a long time to find the ‘right’ 
girl,” he observed. “There is always 
that interim between the departure 
of an employe and the hiring of a 
replacement when the agency’s work 
must go on. When you’re working 
on deadline as you so often are in an 


agency, absenteeism and vacation- 
ing personnel, too, can be a prob- 
lem.” 


> KVPD is typical of the many agen- 
cies that have found that they can- 
not afford to take the time nor do 
they feel that they can go to the 
expense of advertising, interviewing, 
processing, setting up and maintain- 
ing personnel records and later ter- 
minating employes as each need for 
temporary help arises. 

These turnover costs are becoming 
the object of serious scrutiny and 
study by more and more companies 
and experts—both private and gov- 
ernmental. Washington consultants 
Straus & Perry found that turnover 
costs can run anywhere between $200 
and $2,000 per employe. 

Add government required taxes 
and fringe benefits and the employ- 
er’s expenses mount. A Chamber of 
Commerce survey reports that fringe 
benefits alone cost the employer an 
over-all average of 35.6¢ per payroll 
hour. 

The coming and going of a com- 
pany’s own temporary personnel can 
also seriously affect unemployment 
compensation rating, increasing the 
total percentage paid on the entire 
payroll. 

By paying a flat hourly fee to the 
temporary help bureau, KVPD found 
that these time and money consum- 
ing responsibilities of the employer 
were eliminated. 44 
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Craftint offers you a brand new, complete 
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CRAFT-COLOR 


Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids 

for all the Graphic Arts. Today, these mediums 
are finding an ever-widening acceptance and 

use for newspaper advertising, direct mail pieces, 
catalogues, sales manuals, maps and graphs, 
cut-away drawings, exploded views, 

production illustrations, architectural and 
engineering drawings, blueprints, television 
DOUBLETONE 


and motion picture titles, and many 


other phases of the Graphic Arts. 
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Inside the new red, yellow and gray cover, 27 pages have been added. The 
142 pages are filled with the world’s most complete line of shading mediums: 
adhesive-backed Craf-Tone patterns and Craf-Type alphabets, Singletone and 
Doubletone drowing papers, engravers’ top sheet, Multicolor process, Craft- 
Color colored overlay sheets, also symbols and designs. 


The catalogue contains 25 new Craf-Tone patterns and 78 new Craf-Type faces, 
many of them exclusive. Among the many new working tools featured are: 
special Photographic Red Jumbo Craf-Tone (16” x 21”) in 15 easy to place 
and align patterns for the general printing trade; Craf-Tone and Craf-Type 
sheets with special, high-melting, pressure-sensitive backing for blueprint or 
Ozalid use; Jumbo Typewriter Craf-Type alphabets, popular advertising aids 
in three fonts; ten Reverse Craf-Type faces designed for advertising and art 
departments; imported, exclusive Craf-Type alphabets from France, England, 
Germany, Holland and Switzerland. 


Craftint Shading Mediums Catalogue II is designed in a convenient 6%4"x9%”" 
size with side-wire binding for easy-opening and longer wear. 


gant : 


_ ¥ 
ww wane For a FREE copy of the catalogue, write on your 
letterhead to The Craftint Manufacturing Company, 
1615 Collamer Avenue, Cleveland 10, Ohio 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue ° Cleveland 10, Ohio 


o 
oo we 
” ny wv 


May 1957 + ar «+ 23 








am * Pr * May i*yoe 





for color separation 
use BOURGES 
available at your favorite 
art supply store 
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By Egon Berka 
Photography Consultant 
Chicago 


More than ever before, the ad- 
vertising man must be familiar with 
color, color film, color photography 
and color reproduction. More and 
more, he is called upon to deal with 
color, which is invading greater and 
greater areas of the advertising pro- 
gram. 

At one time, color was limited to 
special inserts and jobs only, where 
the adman could select his process, 
his paper and his printer. He could 
take his time about getting the work 
done right, and all steps were under 
his immediate control. 

Now he orders an ad inserted in 
several publications, printed on a 
variety of stocks, reproduced by 
letterpress, lithography or gravure, 
at different printers, on various 
presses. Simultaneously, it might be 
the basis for direct mail pieces, 
sample or sales portfolios or slides, 
television and filmstrips, p.o.p. dis- 
plays, and so on. In most cases, con- 
trol has slipped from his hands. 

In addition, color has entered the 
newspaper field, and with impetus. 
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This special report will keep the adman from 


falling behind in this rapidly changing field. 


R.o.p. color is being considered in 
planning any important newspaper 
campaign. Tomorrow, color televi- 
sion will demand equal considera- 
tion. Color is bound to be an im- 
portant element in programming. 


’ So wherever you look, color is a 
factor. And most of it starts with 
color film. Its advantages, its limita- 
tions, its peculiarities affect the job 
from then on out. An error in judg- 
ment at this stage can shoot the 
total cost far above reason, or can 
prevent you from reaching the 
quality of which the art of today is 
capable. 

As the demand has _ increased, 
technicians have increased their 
skills to meet them. Color film, and 
other color material, has been con- 
siderably improved since AR’s last 
report (January 1954). Develop- 
ments have taken place in four main 
directions: 

@ Speed of the basic film; 

® Improvements in negative-posi- 
tive color films; 

@ The release by Eastman of proc- 
essing techniques; 

e The introduction of new print 
materials. 


Each of these has its effect on the 
use of color film and color materials 
by admen, and on the areas in 
which this film and these materials 
play a part. Let us look at them one 
at a time. 


> Stunning, and far-reaching, is the 
rapid development of color film with 
greater sensitivity to light. This, of 
course, has been (and still is) an 
objective of technologists ever since 
the beginning of photography — to 
produce emulsions that are faster 
and faster. Because of the multi- 
layered characteristics of color film, 
black-and-white film has always 
been speedier. 

Now, late in March of this year, 
Ansco announced the release of its 
Super Anscochrome with an ex- 
posure index of 100. This is the 
fastest color film yet available, and 
its regular speed compares very 
favorably with that of many present 
fast black-and-white films. It is ap- 
proximately three times the speed 
of Anscochrome or of the fastest of 
Kodak’s Ektachrome films, Ekta- 
chrome, Process E-2. 


> Photographers, laboratories and 
photography directors have known 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
, in the busi- 


| ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 
Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 
8x 10 GLOSSY PHOTOS 











Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Telephone: MI chigan 2-5651 
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Brandt Scaleograph 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 


seconds. Once set to a proportion it 


will enlarge or reduce automatically 
without computation. Scaled in picas 
and inches. Its practicability and 
simplicity have won hundreds of users 


from coast to coast. Some of the 


biggest names in industry, graphic 
arts, and advertising have placed 


for a long time that it is possible to 
make film behave as if it were 
faster than its official speed. In 
black-and-white, many techniques 
are available for doing this. In color, 
it is much trickier. The triple emul- 
sion of color films cannot always be 
forced at the same rate, so that 
forcing throws the color balance off. 

Nevertheless, it has been done 
with most color films when poorer 
color balance and increased graini- 
ness were considered lesser evils 
than low speed. With its new Super 
Anscochrome, Ansco is making 
available instructions which will en- 
able the user to boost the effective 
speed well above 100. At the same 
time, Eastman released official di- 
rectives for processing its Ekta- 
chrome Process E-2 film to hit an 
effective speed of 64, which is 
double the official exposure index of 
32. 


This increased speed, of the regu- 





lar and of the emergency type, fits 
in nicely with today’s demands for 
greater naturalism in advertising 
photography. The advertiser’s pho- 
tographer can use color to get can- 
did and realistic shots hitherto im- 
possible. He can use natural light 
more, and additional or set-up 
lighting less. He can cut down on 
his shutter speed to stop action 
better, or in more instances. 

This faster color film should lead 
to a greater use of natural poses, of 
pictures with warmer human inter- 
est, to new techniques to be used 
for bringing out the advertising 
message better, to greater excite- 
ment in photographic color illustra- 
tion. 


> The second of the main directions 
of development is due to improve- 
ments in negative-positive color 
films, i.e., in color films which do 
not result directly in a_ positive 









































A Guide to Color Film | 
Reversal, (low speed) Sizes - Processor’ Color ; 
(Index up to 16) Balance 
Ektachrome, Process Sheet Photographer | Daylight 
|, Daylight 
Ektachrome, Process Sheet Photographer | 3200°K 
|, Type B 
Kodachrome, Daylight | Miniature Mfr, labs Daylight 
Kodachrome, Type F Miniature Mfr, labs Clear Flash 
Kodachrome, Miniature Mfr, labs 3400°K 
Frotessionsl, Type A_ stench acreage 
Reversal, (high speed)' 
(Index 20-32) 
Ektachrome, Process Miniature, roll | Photographer | Daylight 
2, Daylight 
Ektachrome, Process Miniature, roll | Photographer | Clear Flash 
2, Type F 
Anscochrome, Daylight | Miniature, roll,| Mfr, labs Daylight 
sheet 
Anscochrome, Tungsten | Sheet Mfr, labs 3200°K 
Remsemwome, Type T _ | Minioture, rofl | Mir, labs _ | Cleer Flash | 
Reversal, (super speed) 
(Index over 40) | 
Super-Anscochrome, Roll Mfr, labs Daylight 
Daylight insistent | 
Negative, (low speed) 
__Ektacolor, Type B Sheet _ Photographer 3200°K 
Negative, (high speed) | 
Ektacolor, Type S Sheet Photographer | Multiple 
Kodacolor, Type CU Bantam, roll Mfr, labs Multiple 


May be brought up to super speed by forced development. 
multiple orders and praise its efficien- 
cy. Made of vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last a lifetime. If your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check or company purchase 
order. Price $12.60. Money back if 
not delighted. 


THE BRANDT CORP. 
P. O. Box 466, NEW ORLEANS 


*While all color processing requires careful control, some kinds of 
film can be handled with normal darkroom equipment. Professional 


laboratories generally process these films, as well as those indicated 
above. 


*All color film is balanced for a specific light, as indicated in this 
column. If used in other light, the proper color compensating filter 
must be used. In the films listed as ‘multiple’, the proper filter is 
applied during the printing, so no filter is needed when shooting. 
The figures listed above indicate the Kelvin temperature of the 


light. Before using this film, read the instructions that accompany 
t carefully. 
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“Ad Requirements is my 
most caluable asset’... 


Says SHELDON SHAFFER 
Director of Advertising 


Dominion Electric Corporation 





a - 7 ir PP) s ell, Ohio 
DOMINION Electric Corporation « 1 0 Elm Street - Mansfeld. OM 


ON SHAFFER 
= oF ADVERTIONNS 


Mr. G. D. Crain, Jre» Publisher 
Advertising Requirement? 

200 East Illinois Stree 
Chicago ll, Illinois 
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quite valuable vee filled with down-to-earth, eae en sng trade Shows, As director of advertising, Mr. Shaffer is 
Requirenente” os aspect of my job, a cal or national ads- directly responsible for all phases of Dominion’s 
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ene specification sheets, Comp 3 much progress made advertising, sales promotion and merchandis- 
h that the next three years sees & ing. This includes planning and administering 
. certainly © ion as it has the past yeares Dominion’s national consumer advertising, 
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by your Pp trade advertising, sales merchandising, sales 
Very truly yours, 


training and actual production of such sales 


material as catalogs, brochures, etc. 
Oh : A veteran of both World War II and the 
DOLAINION IC CORPORATION 


Korean conflict, Mr. Shaffer is a member of the 
Advertising Club of Northern Ohio. 
ss/alw 
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Contemplated Use lf You Need 


| Individual Viewing Black & white 
} 1a ite 


[] Inspection print 
(_] Layout Color print 
[-] Comprehensive 
(-] Checking 
[-] Records 
Traffic Transparency 
[} Billing | for viewing 
L ] Preview 
Slide for 
projection 
Photographic Reproduction 

os Black & white 
|} Display books print 
[-] Sample books 
[| Exhibits c | ° 
= , or t 
["] Presentations ee 
[-] Wall decoration 
[-] Communications 
[-] Layouts for preview 
[-] P.o.p. displays 
[] Portfolios 
[-] Report illustrations 

Translucent displays Transparency 


Salesmen's kits 
P.o.p. displays 
Illuminators 


[] Sample Kits 


for viewing 


Slide for 
_| Television projection 
| Filmstrips 

[|] Sales meetings 

[-] Projected p.o.p. 

[-] Training aids 

] Presentations 


[_] Conferences 
| 
L 








Photomechanical Reproduction 
Reflection 
copy 


Magazine ads 
Catalogs 
Posters 

~] Calendars 
Outdoor posters 
Direct mail 
Folders 

Booklets 

Inserts 


ee) oe | oe | ee | ee | 
J L 


OI 


Transmission 
copy 


| 
a 
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2. Special process 


First Choice 


Start With 


Negative 


Reversal 
Negative 


Flexichrome 


Reversal 
Negative 


Reversal 


Negative 


Reversal 


Negative 


Flexichrome 


Negative 


Reversal 


Reversal 
Negative 


Flexichrome 
Reversal 


Negative 


Order 


Print 


Dye transfer 
Dye transfer 
C-print 
Original 


Original 
Ektacolor 
print film 


Original® 


Print 


Dye transfer 


Dye transter 
C-print* 


Print? 


Ektacclor 
print film‘ 


Duplicates 


Dye transfer 
Dye transfer 
C-print 
Original 
Original 
Original* 


A Guide to the Use of Color Photography 


Start in the left-hand column and check the uses to which you will put the color photograph. For each of these, 
locate the way you will use it in the second column. This will give you recommended processes for each use. 
Select the one that gives you the maximum number of "First Choice Selections,” taking into account the rela- 
tive cost of the processes and the relative importance of the end uses. 


Second Choice 


Start With 


Reversal 
Flexichrome 


Reversal 


Reversal 


Reversal 
Flexichrome 


Reversal 


Reversal 


Negative 


30verned by size of original 


Order 


Print! 

Print? 

R-print 

Ansco Printon 
Kodacolor print 


Kodachrome 
print 

Duplicate* 

Print? 

Print? 

R-print 


Ansco Printon 

Kodacolor print 

Kodachrome 
print 


Duplicates 


Ektacolor print 
film 


4. Automatic olor rrect 
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color transparency, but in a color 
negative. The shot on the usual re- 
versal type of color film — like 
Kodachrome, Ektachrome, Ansco- 
chrome and Super Anscochrome — 
can be viewed immediately upon 
processing. The shot on the nega- 
tive-positive type of color film can- 
not. It has to be printed first. 

A color film which is negative not 
only in tone values, as in black- 
and-white photography, but in color 
as well, plus a color mask overlay, 
might be startling, but it will be- 
come more and more common. For 
these color materials offer a great 
and growing degree of flexibility. 
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Complete library of ready-to-use art . . 
save time and money, just clip and paste! 
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Among other uses, very good 
black-and-white prints can be made 
from them, and color prints as well. 
The latter include not only dye 
transfer prints, but prints on the 
recent Kodak Color Print Material, 
Type C, too. In addition, such prints 
can easily be controlled like black- 
and-white enlargements, and the 
color balance can be simultaneously 
shifted or corrected. 

In reproduction, whether by 
photographic or by photomechani- 
cal methods, certain savings are 
made possible by the color correc- 
tion masking incorporated in East- 
man’s negative-positive color films. 
And color transparencies in any 
quantity can be printed from them, 
especially with Kodak Ektacolor 
print film. 


> Those are some of the reasons 
why, in many instances, photog- 
raphy directors and others advise 
the use of negative-positive color 
methods for many more specific ad- 
vertising color jobs than ever be- 
fore. 

Much of this increase in utilizing 
the advantages of the negative- 
positive color process is due to the 
release by Eastman of a fast nega- 


Costs of Color 


Costs vary from laboratory to labora- 
tory, but the following summary will 
give a general guide to the compara- 
tive costs of various processes. These 
are based on a reasonable charge for 
producing an 8x10” print, and should 
serve as a rule-of-thumb guide only. 

1 10 100 


Dye transfer $65 $13 $4 
C-type prints 1l 4.25 3.50 
Printon 2.75 2.40 1.35 
Duplicate trans- 

parencies 20 10 
Flexichrome mat- 


rices (not in- 
cluding hand- 
work) 
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drawings and photos, 


rT 
Ad 


PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pad that has big 5 x 7 
video panels that enable § 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x 17” 
(50 Sheets—4 Segments on Sheet) 
No. 72 E—Pocket Size 6% x 8144” 
(50 Sheets—1 Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pad 
with 2'/2x4” video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—12 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin- 
ary pencil line vivid and 
colors just pop! Write for 
sample. 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘An Encyclopedia of 
Artists Materials'*. 


UR et aL 


2 West 46th St. New York 36 
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You get all this: (1) “Line Art”—3 complete books.% 
total of 35 pages, 5 x.8, black and white art; (2) “Tone 
Art”—16 pages, 82 x 11, screened wash and opaque 
plus 2-color separations; (3) 
“Lettering”—24 pages, 82 x 11, newest lettering faces 
on adhesive-back stock! Regularly $16.85, now $5 to 
new customers only! Send check or purchase order. 
Prompt refund if not delighted. Best of all, use your 


$5 as a credit if you decide to subscribe. Send for your 
$5 “Clip Book” kit today! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 37, NEW JERSEY 









Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


Ar f 0: Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- & 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 
























10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Takes up no floor 
space — uses over- 
head ‘‘dead”’ space 


yan" 


NGEL, INC. 
728 Wash. Ave., S.E., Minneapolis 14, Minn. 
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Photo was retouched and 

cutaway portion was done 

entirely by a PAASCHE V 
AIRBRUSH from an_ original 
engineering line drawing 
PAASCHE Airbrushes save time 
and increase profits when used for 
layout and finished art rendering 
as well as for highly profitable photo 
retouching. Write for complete informa 
tion on PAASCHE Airbrushes TODAY! 


PRASCHE siRBRUSH co. | 


Division of Cline Electric Mfg. Co 
1909 W. Diversey Pkwy * Chicago 14 


SAVE MONEY IN A HURRY! 


hae SAVES 
TIME 

AND 

aie 


400%, Lijuciken 
ment and Re- 
duction 

11” x 14” 
Viewing Area 
—_ Sa 
Gene -board 
Area 

“s. as 22 
Floor Area 
Portable — 
Mounted on 
Casters 

No Hand 
Shadow 

Paper Storage 
Shelf 


Model ‘‘B”’ 
$269.50 


TABOUR-TRAY 


* Any Table 
A Tabouret 

‘a ia 

* Removable 


Palette 


$5.98 


Write R-5 for 


details & 


nearest dealer 


Manufactured by the 


M. P. GOODKIN CO. 


889 BROAD STREET e NEWARK 2, N. J. 
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tive color sheet film, Kodak Ekta- 
color Film, Type S, which has an 
exposure index of 25, and of the 
improved Kodacolor roll film. The 
introduction of the C-type print 
material rounds up the picture. 


» The third area of development is 
in giving the user greater freedom 
of selection in getting his film and 
color printing material processed. 
While Ansco relied, almost from the 
beginning, on independent labora- 
tories and the user’s own facilities, 
Eastman retained within its own 
organization the responsibility for 
processing Kodachrome and Koda- 
color, while only Ektachrome and 
Ektacolor were released for outside 
processing. 

However, in a consent decree, 
Eastman agreed to sell Kodachrome 
and Kodacolor without a processing 
charge, and to release its processes 
to independent laboratories. A num- 
ber of the larger independent lab- 
oratories have, or are in the process 
of, setting up to handle these films, 
in addition to the Eastman Kodak 
processing stations. 

At present, processing kits are 
available for the processing by the 
user (or a laboratory of his choice) 
of Anscochrome, Super Ansco- 
chrome, Ektachrome film (type 
E-1) and Ektachrome Film (Proc- 
ess 2), Kodacolor, Ektacolor, Ekta- 
color Print Film, Printon, and Ko- 
dak Color Print Material, Type C 
and Type R. 

The main implication of this for 
admen is the increased flexibility it 
offers. Having more than one source 
makes it possible to get greater co- 
operation on meeting a tight sched- 
ule. When necessary, the results of 
a shooting session can be previewed 
after only one hour or so. Ekta- 
chrome and Anscochrome can _ be 
finished completely in less than two 
hours. Prints fit for reproduction 
can be made in from one to two 
hours, processing included, should 
your schedule _ necessitate such 
speed. 


> Finally, the fourth main direction 
of development is that of making 
color prints. This has always been 
rather unsatisfactory. Several year: 
ago, the adman who wanted a color 
print had a choice which really was 
a choice in name only. Working 
from a positive transparency, he 
could order a Printon print or a 
a dye transfer print. 

Neither of these two was wholly 
satisfactory. The Printon print is 
reasonable in cost, but not suitable 
for reproduction. The dye transfer 
print furnishes an excellent print 
for reproduction, but its cost often 
puts it out of reach. Kodak Flexi- 


chrome, which is an_ interesting 
process applying dyes of different 
colors to a gelatin relief image made 
from color or black-and-white 
originals, is subject to extensive 
control and satisfactory for re- 
production. But it has limited ap- 
plication possibilities, and is not 
cheap. 

The new Kodak Color Print Ma- 
terial, Type C, seems to be the an- 
swer to such a dilemma. It is of 
sufficiently good quality to meet the 
requirements of the color engraver. 
Yet its price is only a fraction of the 
dye transfer print, though several 
times as high as Ansco Printon. Its 
speed of processing and its poten- 
tial printing and color control speak 
for it as well. 

Whereas the C-material is de- 
signed for printing or enlarging 
from negative-positive color film, 
like Kodacolor or Ektacolor, Kodak 
Color Print Material, Type R, which 
was released at practically the same 
time, is designed for making prints 
from the reversal type of color film, 
i.e., from transparencies. In this re- 
spect, it resembles Printon. It is not 
as good quality as C-print, but it is 
useful for viewing, displays, layouts, 
etc. 


> These four categories do not ex- 
haust the developments in color 
materials and photography which 
have taken place during the past 
three years. Here, in brief, are some 
of the more recent and interesting 
events: 


e Eastman Kodak remains the 
leading producer of color materials 
with Ansco its only competition in 
the domestic market. Ansco’s par- 
ent company, General Aniline & 
Film, is being advertised for sale. 
Once out of government ownership, 
Ansco may increase its ability to 
offer aggressive competition. 


© McGregor, which three years ago 
was marketing a Kodachrome-type 
film, has dropped out of the market. 
The Polaroid Corp. is directing a 
major portion of their research 
toward the field of color. DuPont, 
which was rumored some three 
years ago to be close to releasing 
a new color film, just informed this 
author that its shift from acetate to 
“Cronar” polyester film base has 
postponed the introduction of Du- 
Pont color films indefinitely. 


® Some foreign companies have 
come up with excellent materials. 
Ilford Color in England, Ferrania- 
color in Italy, Fuji Color and Ori- 
ental Color in Japan, are some of 
the best-known brands. However, 
none of this material is being mar- 
keted in this country. Nor is Geva- 


















Advantages: 

1. Can make C-prints directly, of 
better quality than the R-prints you 
get from reversal film. 


2. Is faster than any of Kodak's re- 
versal sheet film. 














3. Can be used outdoors as well as 
indoors, without compensating filters. 
4. Easier to process, since it does not 
need extra steps for reversing. 


5. Can be printed and duplicated on 
Ektacolor print film. 


6. Can be gang-printed, inexpensive- 
ly and rapidly, on C-print material. 
7. Must always be viewed as a print, 
thus eliminating the mental jump re- 
quired to go from transparency to 
finished opaque reproduction. 


color, and we understand from a 
letter of the Gevaert Co. of Amer- 
ica that they have no plans regard- 
ing the sale of color film in the 
United States. 


@ One foreign brand, Agfacolor, 
might make news in this country in 
the near future. Manufactured in 
Germany by Agfa, it comes in both 
types, as reversal and as negative 
color film. Several years back, Agfa 
wrote this author that trademark 
difficulties formed one of the main 
barriers to the sale of Agfacolor in 
this country. We understand that 
the trademark problem has just 
been cleared up in favor of Agfa. 


® Important steps have been taken 
towards standardization. It is now 
easier to find a common meeting 


Fingertip File... 


Photo, Art Services 
Offer Free Guides 


“File and forget” is the destiny of 
many releases and ‘folders, but 
we're betting that admen will find 
this month’s guides to stock art and 
photographic services more often on 
their desks than in the filing cabi- 
net. Because they short-cut the 
creative process in many cases, sav- 
ing time and frequently money, 
these “packaged services” are valu- 
able to keep in mind. 


Going-to-Press 
Schedule 


A handy chart of 
desk personnel, 
edition times and 
pictures deadlines of all New York 
City dailies and major wire serv- 
ices has been prepared by Reynolds 
Associates, New York. The broch- 
ure also contains a series of candid 
comments by picture editors on 
what they want and don’t want in 


Should You Use Negative Color Film? 


8. Can use dodging, burning-in, can 
tilt easel to correct distortion. 


9. Can shift and correct colors (with 
CC filters) over-all or partially. 


10. Less expensive than dye transfer. 
11. Pre-masked for photomechanical 
reproduction. 

Disadvantages: 


1. Not available in super-speed. 






2. Cannot be easily force-developed. 


3. In “S-type’’, complicates inventory 
because of balance for two exposure 
levels. 


4. Is not available in 35mm. 


5. Is not available in all sheet sizes. 





6. Cannot be used immediately after 
processing, but needs printing first. 








ground among advertisers, art di- 
rectors, photographers, engravers 
and printers. Recognition of the 
importance of uniform illumination 
is getting a firmer foothold. Typical 
is the introduction of new equip- 
ment, like Eastman’s transparency 
illuminator and Macbeth’s overhead 
lights, both designed to give uni- 
form lighting for color viewing. 
This, in general, is the situation 
with color photographic materials 
today. There is greater scope and 
greater flexibility than three years 
ago. There is a greater demand in 
advertising for its products, and a 
greater necessity for the adman to 
know his way around these com- 
peting processes and_ techniques. 
Mistakes in judgment can turn out 
to be very expensive indeed. 44 


photos and news releases. 

Reynolds specializes in news and 
“creative public relations photog- 
raphy.” Each staff member has a 
background in news pictures. The 
service is available for national as 
well as local use. 

A copy of the chart is available. 


. » » for your copy circle 914, page 113 


Case Histories A two-man team 
To Order of writer and pho- 

tographer will pro- 
duce company case histories to or- 
der, according to an_ illustrated 
brochure from United Press Pic- 
torial Research, New York. The fa- 
cilities of this wire service are 
available anywhere in the world, 
since U. P. teams, strategically lo- 
cated, can quickly cover stories 
here and abroad. 

How does the service work? A 
letter or phone call to the division 
outlines the requirements for a 
story. The material to be obtained 
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‘Marcia uses almost any kind 
of paper to draw on. But 
illustration is my business, 

so I select the finest materials 
always ... Starting with HI-ART 
illustration board.” 

When the Job and the Client Demand ” 
the Finest, Specify HI-ART 
ILLUSTRATION BOARDS. 


NATIONAL CARD, = 
MAT and BOARD Co. 


4318 Carroll Ave., Chicago 24, Ill. « 11422 So. 
Broadway, Los Angeles Calif. 
Card & Paper Works, Lid., Peterborough, Ont. 
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Make Yours 
KING-SIZE 
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ant Prints of photos, line copy 
eprint material, and art are easy 
y use ‘spectacular 


See how you can use Giant 
Prints and Translites to get 
more mileage on your art, 
trim the budget, and increase 
ad effectiveness. 


_ for Exhibits, Promotion, Poir 
of Sale, Conven Yisplay, a 
De Cc ratic l 


New Photo Price List 


Simplifies planning and ordering and 
offers new quantity discounts. 


Clip this ad to your letterhead! 


TY Studios 


123 N. Wacker Dr. 


| a Chicago 6, Illinois 





May 


1957 





Guest 
Artist 
Marcia Q. 
Prichard 
Age 9 
Daddy: 
Q. Prichard, 





Top Brass Raved 


ele 
16, 


About Mon 


Big run jobs have you on the run? Take a tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand at substantial sav- 
ings. Why wait for deliveries when you can call 
Carey Press ... ask for 

Art Friedman, Sales Manager * CH 4-1000 


62 YEARS OF ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 


PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. - 406 W. 31st ST.- N.Y. 1 


© HANDY GUIDES 


“a 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 


RADIANT COLOR Co. 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of ELVA-GLO® 


Fluorescent.Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth | 
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may be intended for an annual re- 
port, an internal or external publi- 
cation, publicity, market research 
or direct advertising. The client de- 
scribes specific questions he wants 
answered, camera angles and sug- 
gested poses, operational details to 
be covered, and so forth. Then the 
photographer-writer team goes “on 
location” and prepares the story 
within a few days. 

Average costs for a story that 
takes four hours, portal to portal, 
will be about $150, plus expenses, 
the folder states. A single pictorial 
research report can have multiple 
applications—adapted for a news 
release, house organs, sales aids, 
promotion campaign, etc. Typical 
past uses are shown. 
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Continuous Tone Original 
Photoprints 


continu- 
ous tone illustra- 
tions have been 
added to the roster of stock pictures 
available from Harry Volk Jr. Art 
Studio, Pleasantville, N. J. 
A convenient catalog gives admen 
a view — reduced to about one- 
quarter size — of what each picture 
looks like on 8x10” doubleweight 
photographic paper. These illustra- 
tions are also available in screened 
dropout prints, sized and screened 
to order, at a slight additional 
charge over the normal $10 price. 
All continuous tone illustrations 
are rendered in wash or opaque by 
leading illustrators. Nine are issued 
each month, showing men, women, 
children, animals, groups, etc. On a 
subscription basis, any three illus- 
trations are available at $5.95 per 
month. They can be handled exactly 
like original art in converting to 
halftones; or when custom- 
screened, shot as line copy. 
Additional information is  pro- 
vided in the catalog. 
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Cue Sheets 
For Idea Art 


“Cue sheets” are a 
feature of the new 
Idea Art Portfolio 
No. 3, recently released by the New 
York studio. These are illustrated 
suggestions for using the work- 
book’s light-touch art in various 
applications. The book itself con- 
tains 72 sketches built around just 
one theme, “Art in Season.” 

Drawings are created around the 
four seasons as well as Christmas. 
A special supplement of sports sub- 
jects is included. All are accompa- 
nied by copy lines, as in the first 
two books. 

Kromekote cover stock is used to 
bring out full details in the draw- 
ings. The book is indexed and 
bound in a ring binder. The cue 
sheets, say Idea Art officials, en- 


Typical Example . . . Above illustration 
shows the work-book’s light-touch art 
in the 72 sketches. 


courage a kind of graphic “brain- 
storming,” letting the reader de- 
velop trains of thought and illustra- 
tive possibilities from a single piece 
of art or a combination. 
A descriptive folder is offered. 
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Erasing Made Easy 
In New Guidebook 


A new ballpoint pen and pencil 
eraser is featured in an illustrated 
guide to erasers prepared by Wel- 
don Roberts Rubber Co., Newark, 
N. J. The see-it-in-color booklet 
shows more than 100 eraser types 
and assortments in actual size. For 
best results, the company suggests 
users should select an eraser that 
dovetails with the kind of paper 
being used. 

For instance, even’ typewriter 
erasures require different treat- 
ment, depending on the ribbon, the 
stock, and whether or not the car- 
bon copy erasure is made on a yel- 
low second sheet or on onion skin. 
Ink erasures call for any one of a 
variety of erasers. All types are 
engineered so that the erasure 
gives way, not the paper, the book- 
let stresses. 

A copy of the full-color guide- 
book is offered. 
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Photofinishers 
Issue Guide 

A guide to photofinishing serv- 
ices, complete with a price list, has 
been issued by Pavelle Laboratories 
Inc., New York. This 12-page book- 
let marks the company’s 25th anni- 
versary and details such services as 


@ Roll film, film pack and sheet 
film developing: 
© Contact printing from 35 mm to 
11x14” enlargements; 
@ Salon exhibition prints and cus- 
tom enlargements; 
® Projection slide films and film 
strips; 
e Copy negatives and quantity 
commercial and industrial facilities. 

Instructions for ordering are in- 
cluded in the guide. 
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Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you can copyfit all type jobs with 
this new, completely revised Haberule. Tens of 
thousonds of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
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“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
acrag; =—'s«d BUREAU 


165 Church Street, New York 7, N. Y. 


You can have 4000 proofs now—and 
1000 new ones yearly. Pay only for 
what you use @ $2 each or have Un- 
limited use for $9.95 monthly. We 
license only rated agencies & Nat. 
Advtsrs. Handbook #9 now ready— 
7 send for License Form and samples. 


STIVERS STUDIO 
GOX 3684 + SAN FRANCISCO 19, CALIF. 


iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, Ill. 


AR’s 21.000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cov- 
erage, so carefully tailored and so 
precisely directed to buyers of adver- 


lising services, materials, equipment, 
supplies. 


Get in AR! 
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Film Makes 
Slides. in Seconds 


“Finished slides on the spot” is 
the boast of the Polaroid Corp., 
Cambridge, Mass., which has de- 
veloped a new photographic system 
for snapping a picture and project- 
ing it on a screen minutes later. An 
illustrated fact sheet summarizes 
the Land Transparency System in 
six steps: 


@ Snap the picture 

@ Pull a tab to open the camera 
back 

e Lift out the transparency 

e Harden it 

© Mount it 

® Project the slide on the screen. 


Key to the system is a new film, 
Land Projection Film, which has a 
speed of 1000 (ASA _ equivalent), 
the fastest available film on the 
market, the manufacturers main- 
tain. This panchromatic film is said 
to produce a virtually grainless im- 
age which permits sharp projection, 
even as big as 12x12’. 


> The projected image has an un- 
usual lifelike quality because the 
films reproduce several times the 
brightness range possible in paper 
prints. Blacks are reportedly black- 
er, whites whiter, with all shades of 
gray in between more accurately 
represented on the screen. 

The new system has already paid 
dividends in sales promotions and 
at business meetings, the company 
reports. One sales manager tours 
the country holding district meet- 
ings. He arrives in a city in the 
morning, visits retail outlets making 
slides of his company’s displays as 
well as those of his competitors. In 
the afternoon when he addresses 
his salesmen, he projects the pic- 
tures made earlier in the day. 

The film is available in two sizes, 
both of which can be used in any 
Polaroid Land Camera except the 
smaller Highlander (Model 80). A 
companion 500-watt projector is de- 
signed so that slides cannot be 
projected upside down or _ back- 
wards. 

Full details on the system, with 
all accessories listed and priced, are 
given in the fact sheet. 
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New Lights Provide 
Uniform Color Standard 


To help settle the never-ending 
argument about the correct repro- 
duction of color, Macbeth Day- 
lighting Corp., Newburgh, N. Y., is 
offering a new line of standardized 
lighting equipment especially de- 
signed for the graphic arts. It is 


described in a series of folders 
which are available without charge. 

It is an obvious, but often neg- 
lected, fact that color looks different 
according to the light in which it 
is viewed. The housewife wants to 
match thread to cloth under day- 
light as well as under artificial il- 
lumination. 

Much of the misunderstanding 
that arises in following a color job 
through conception to printed piece 
lies in the lack of standardization 
of viewing light. The adman looks 
at a proof under fluorescent light, 
perhaps, which lacks reds, and com- 
plains of the predominance of blues. 
His art director, working with north 
light, late in the afternoon, thinks 
the proof tends towards the red end 
of the spectrum, while the printer, 
looking at it in incandescent light, 
gets another impression. They are 
not talking about the same thing. 

Macbeth’s answer is its new C4D- 
Examolite, a lighting fixture that 
combines fluorescent and incandes- 
cent bulbs with a diffusing glass 
to simulate daylight and to furnish 
standard viewing conditions. 

Details are available. 
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Guide Spells Out 
Photo Pointers 


Tyro photographers can take hope 
and guidance from a_ simplified 
booklet, “So You’re Going to Take 
a Picture,” developed by Allis- 
Chalmers Mfg. Co., Milwaukee. 

Curiously enough, the = small 
booklet doesn’t contain a_ single 
photograph, though it’s profusely il- 
lustrated with line drawings. 
Among the topics it tackles are 
lighting, picture composition, open- 
flash shooting and the treatment of 
people in portraits and group shots. 

The photo hints were supplied by 
Clarence Hansen; the artwork by 
Harry J. Bujak. The booklet is a 
product of the Advertising & Indus- 
trial Press Dept. of the company, 
which originally planned it for its 
own industrial photographers. A few 
copies are available on request. 44 
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By Haviland F. Reves 
AR Detroit Correspondent 


The printing by lithography of 
business and industrial publications, 
or indeed any short-run type of 
publication, has moved from the 
laboratory stage into actual produc- 
tion, with already apparent ad- 
vantages of economy, more flexible 
working and deadline schedules, 
and improved quality. For over a 
year, Automotive News, one of the 
outstanding publications in the 
business field, has been printed by 
this method at Safran Printing Co., 
Detroit. 

Web-fed, rotary heat-set lithog- 
raphy is the method used, working 
essentially with a conversion from 
letterpress forms. Three years of 
concentrated experience at the Saf- 
ran plant indicates that this process 
offers several advantages in adver- 
tising production and opens up new 
channels for creative application. 

Runs of 30,000 to 300,000 can best 
utilize the economies and advan- 
tages of this process; outside of 
these limits, other processes become 
more competitive, according to the 


New 







Techniques for 
Business Paper 


individual circumstances that exist. 


> Both the advertising and editorial 
departments of Automotive News 
began by following precisely the 
same procedure as was used for 
letterpress. The basic step is essen- 
tially the preparation of a letter- 
press form from which the conver- 
sion is made. 

One change was introduced from 
the start—the production of edito- 
rial engravings as lithographic half- 
tones, with resultant economy. 

The technical details of conver- 
sion from letterpress forms to litho- 
graphic plates have been previously 
discussed, with a detailed compari- 
son of the several alternative proc- 
esses involved (see Advertising Re- 
quirements, June, 1956.) Currently 
Safran is using the translucent 
proof method. A Brightype installa- 
tion is on order, and the company 
plans to ultimately use both meth- 
ods. A few experimental pages have 
been produced by Brightype, with 
results, according to Hyman Safran, 
president, at least equal to that of 
the present method. 

“We now know that translucent 


Production 


“Automotive News” has pioneered in the development 
of lithography for business publications; the lessons it 
learned the hard way should cut down headaches 


for many an advertising man. 


proof is best on the basis of experi- 
ence—and we think Brightype 
shows the most promise . . . I do not 
agree with statements that 
Brightype means a higher cost—I 
believe it will eventually both be 
better in results and cost less than 
translucent proofs. The high initial 
cost of equipment should easily be 
amortized over the flow of produc- 
tion.” 


>» The installed cost of all equipment 
necessary for printing by web-fed, 
rotary heat-set lithography is esti- 
mated by Mr. Safran at about one 
million dollars. His company has 
two ATF Webendorfer design web- 
fed 8-color heat-set lithographic 
presses, costing about $300,000 each. 
These will take a roll of paper 35” 
wide, delivering a sheet 2234x395”. 
Presses of similar design, now in 
operation, will deliver a_ sheet 
35x50” or 4744x76”. 

Automotive News page size is 
11x15’—the maximum page size 
from this press is 11x17” (trimmed). 
The paper used is 45-lb. St. Regis 
Text-Gloss. Any machine-coated 
magazine stock is acceptable up to 
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50-lb. weight; in heavier weights, 
the mills require specially-treated 
coated papers. 

On regular production of Auto- 
motive News, this press can turn 
out 32 pages in black and white, 16 
pages in two colors, or eight pages 
in four colors. One press is current- 
ly being expanded by the addition 
of a new unit which will make it 
possible to run eight pages in four 
colors as part of a 16-page section, 
with the other eight pages printed 
only in black. With this added 
equipment, it will be unnecessary 
to drop down to one eight-page sec- 
tion just because of a four-color ad- 
vertisement, thereby increasing 
production efficiency. 


>» A solid year’s experience at Saf- 
ran Printing has proved several im- 
portant advantages with special— 
and varying—significance for the 
advertiser, the publisher, and the 
printer alike in most cases. 


1. Elimination of electrotypes .. . 
In the simplest form of production 
by this method, the advertising 
agency or department can bypass 
the traditional electrotype, thereby 
reducing cost—and leaving more in 
the budget to cover the buying of 
space. The production man would 
simply send the original engraving 
or engraver’s proof directly to the 
printer. 


2. Economy in reruns . . . Corollary 
to this is a production economy in 
connection with reruns of advertis- 
ing. In usual practice, if an insertion 
is to be rerun more than two or 
three times, additional electros must 
be furnished, because of the plate 
wear. The lithographic process 
utilizes a standing positive or nega- 
tive, which can be used virtually 
forever without deterioration. 

“You don’t squeeze the life out of 
the paper and plates—you just 
smooth the ink on the paper,” is the 
way Hyman Safran describes it. 


3. Delivery of finished copies .. . 
With this process, the important 
further step of folding is integrated 
right into the press operation. The 
sheets come off the press folded, 
collated, and ready for binding, 
saving considerable time at an im- 
portant stage of the process. 


4. Speed in color printing . . . In 
four-color printing, the work comes 
out ready for binding in a single 
operation, at about six times the 
speed of sheet-fed presses. With 
virtually all sheet-fed processes, at 
least two press runs would be re- 
quired. Four could be needed—two 
on each side to print two colors at a 
time only. In lithography, all eight 
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Tabloid by Lithography Issued 
weekly, Automotive News has_ found 
offset simpler and more rapid than 


letterpress. 


colors are completed in a single 
press run. 

This can be an increasingly im- 
portant cost element for the busi- 
ness press advertiser. The swing to 
color in magazines of general cir- 
culation, newspapers, and television 
is doubtless the forerunner of a 
trend toward heavy use of color to 
show products as they are in life by 
business paper advertisers. Sympto- 
matic of the change is the fact that 
Automotive News ran approximate- 
ly 150 pages in color during 1956— 
about double the quantity for 1955. 


S. Economy in Paper ...A net 
saving of about 10% in paper costs 
results from this process, Mr. Safran 
has found. The gross saving on the 
cost of rolls compared to sheets is 
about 20%, chiefly because prepara- 
tion of sheets is a special step in 
papermaking, required only because 
of the design of sheet-fed presses. 
This figure is reduced by waste— 
both the necessary absorption of 
papermakers’ waste and printing 
waste resulting from the fact that 
the press will throw out more paper 
before it is running right. But Auto- 
motive News found that this 10% 
saving amounts to about $15,000 in a 
year. 


6. Saving in makeready .. . Big 
savings are possible in the costly 
element of makeready time, because 
of the nature of the process. Re- 
cently Safran printed a two million 
run of a special four-color bro- 
chure. This would require four 
separate color-press makereadies at 
eight hours each in the typical busi- 
ness press operation. But the Safran 
makeready time for the job was 


about four hours—compared to 32 
by the usual heat-set letterpress or 
gravure method. 

In that 32 hours, this company 
was able to put the colors on the 
press and deliver about 200,000 
folded, finished copies before the 
conventional press would be ready 
to start rolling. 


7. Flexible deadlines . . . Changes 
in both regular and special dead- 
lines for both advertising and edi- 
torial can be worked in readily. For 
the advertising manager, harried by 
late delivery of plates, this can be a 
godsend. It means that, after the 
okay is given to the last form, sig- 
natures can be printed both sides, 
dry, and ready to bind within four 
hours—an accomplishment not pos- 
sible by any other method of maga- 
zine printing, and loosely compa- 
rable to speed of newspaper produc- 
tion. 

Integration of processes offers a 
collateral advantage in that in effect 
the printer is also serving as his 
own engraver and electrotyper, all 
under one roof. If a halftone has to 
be prepared at the last minute for a 
late story, the editor will be pleased 
because this can be achieved very 
effectively by the lithographic 
method. 


8. Flexibility in color position .. . 
With this process, it is possible to 
use four colors on both front and 
back pages, if this is wanted. Under 
this method, all colors are run at 
one time, so there is no delay in 
press work. The December 10, 1956, 
issue of Automotive News was run 
experimentally—and satisfactorily— 
by this method. 


9. Improved production capacity . . . 
The use of this lithographic process 
has made possible both faster pro- 
duction and larger issues. Typical 
was the December 3, 1956, issue of 
Automotive News, which ran 182 
pages, with about 36 pages in four 
colors. To print this issue in the 
letterpress plant formerly used 
would have been virtually impos- 
sible, needing a plant double in 
size. But it was taken in stride as 
part of the week’s work through the 
lithograph presses. 


10. Economy in editorial artwork 
. . . Incidental savings are possible 
in various ways through taking ad- 
vantage of the special characteris- 
tics of the lithographic process. In 
editorial halftones, the cost of a fine 
screen (133-line) cut is found to be 
less than for a comparable coarse 
screen (65-line) zinc engraving for 
the comparable letterpress method. 


1l. Reduction economy ... The en- 
largement or reduction of any ad- 
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“Calcofluor’ really put ‘Glow-White’ 
into our new travel booklet !” 


SAYS MR. H. J. LAIRD, MANAGER—SALES PROMOTION, PAN AMERICAN WORLD AIRWAYS SYSTEM 


“Am I glad we selected a sparkling white CALCOFLUOR-treated paper for this booklet! Its 
superior whiteness makes type more legible and inviting to read. . . cartoons are crisper 
and sharper, too. The booklet’s effectiveness as a sales tool has been greatly increased 


through the use of this paper.” 


Now! A sure-fire way to give any message an extra selling punch! 
Just specify papers that contain the “GLow Wurrte™ brilliance of Catco- 
FLUOR fluorescent dye. These papers sharpen details in your halftones 
... improve legibility of print... provide maximum contrast between 
blacks and whites. 
Papermakers... printers... package designers... advertising men 
are enthusiastic about CaLCOFLUOR-treated papers for such jobs as 
Catalogs * Annual Reports °* Sales Literature * Manuals 
Business Cards * Folders and Greeting Cards * Programs * Books 
Pamphlets * Labels * Packages * Letterheads * Business Forms 
Specify CALCOFLUOR-treated papers when you want a crisp. clean job 
that has selling power and a quality look. Ask your paper jobber for 
samples, or write to Cyanamid for further information. 
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vertisement, in whole or in part, 
can be effectively achieved at a 
lower cost by a relatively simple 
photographic process, compatible 
with lithographic production. This 
can result in a substantial saving in 
advertising preparatory cost. 


12. Quality .. . A detailed com- 
parison of four-color advertising, 
printed from the same plates by 
letterpress in several of the leading 
mass circulation consumer maga- 
zines and by lithography in Auto- 
motive News, shows a visible su- 
periority for the latter in color 
quality, decrease of show-through 
from text or solids on the reverse, 
and in visual impact. 

“As a printer, I feel that this 
method produces a better than 
average publication—and better 
than most letterpress publications,” 
says Mr. Safran. “Most publica- 
tions using letterpress can, by 
going to this method, improve their 
quality in addition to effecting a 
saving. This is not only a cheaper 
but a better way of printing. 

“Incidentally, with the use of 
Brightype, there is no apparent loss 
of detail, as is possible due to 
photographic lighting difficulties.” 


> Some changes and resultant econ- 
omies are possible in the production 
of advertising copy. Normally the 
agency prepares the artwork, buys 
the engraving, and then distributes 
electrotypes to each of the media in 
which the insertion is to be placed. 

This procedure is simplified by 
the lithographic method. If all in- 
sertions were to be printed by this 
process, the agency would simply 
send reproduction proofs of the 
original engraving, rather’ than 
electrotypes, to each of the media. 

In the situation which will be 
more typical, certainly during an 
era of transition in processes, the 
advertiser or agency will use both 
methods—furnishing conventional 
electrotypes to the publications 
printing by letterpress, and repro- 
duction proofs to the lithographic 
media. Or no change whatever need 
be introduced at this point, and 
electrotypes can continue to be sent 
to the lithographer, from which he 
can continue to make the conver- 
sion—though this step is not neces- 
sary in view of the technique now 
available. 

“It is true that the engraver’s 
proof has to be good,” cautions Mr. 
Safran, “But they generally are 
good. Proofs of electrotypes would 
not be satisfactory, because electro- 
typers are rarely equipped to pull 
good proofs, and it is always better 
to pull proofs from the original.” 


An advertiser found this method 
could mean a real saving, when 
Safran borrowed the master elec- 
trotypes for a four-color insertion 
for a day, made a set of proofs, and 
returned them to another publica- 
tion. This eliminated the need for a 
complete extra set of color electro- 
types. 

Basically the production proce- 
dure for advertising would be little 
changed by adoption of the new 
method, Safran experience has 
shown. The existing method could 
continue—setting type, reading 
proof, buying engravings, making 
up pages. The only distinctive 
change would be the elimination of 
the need for electrotypes. 


> Whenever required, artwork 
could be submitted to the lithog- 
rapher. This would admittedly be 
charged for additionally as engrav- 
ings—but the net cost would be less 
than that of the average engraving. 

The printer using this lithograph- 
ic method is able to save money for 
advertisers by accepting engravers’ 
proofs of copy. In the case of two- 
color insertions, it is to be noted 
that engravers’ proofs in black ink 
of each of the colors are necessary, 
in addition to the usual engravers’ 
color proofs. This is because proofs 
in black ink photograph much 
better for purposes of reproduction. 


> Availability of manpower and 
equipment are distinct limitations. 
Training of a press crew that is fa- 
miliar with lithographic require- 
ments may take three to six months, 
Mr. Safran estimates, while training 
a letterpress crew might require 
double that time. Incidentally, 
problems that seemed difficult to 
solve at first have become relatively 
easy in the light of experience. 


> Copy preparation methods for a 
publication that switches to this 
method should not be changed at all 
for the first six months, Mr. Safran 
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suggests. Any improvements should 
be introduced gradually as experi- 
ence justifies. This will avoid un- 
necessary interference with the 
work habits of the makeup, adver- 
tising, and editorial departments, 
and will facilitate the adjustments. 

The same working schedules can 
be observed—with the added ad- 
vantage of flexibility in late dead- 
lines. Fast printing is important to 
business paper publishers, as well 
as to short run consumer and other 
media—and to their advertisers— 
despite the relatively short press 
time and perhaps only monthly is- 
sue. Problems arise with the adver- 
tiser who is chronically late for 
even a monthly—or an annual!— 
and the editorial department is able 
to handle a last-minute develop- 
ment more effectively. 


> The process itself is not basically 
new, although Automotive News 
and Safran Printing appear to have 
pioneered it in the American busi- 
ness press in actual production 
runs. “Presses of this type have 
been running for 30 years in Eu- 
rope—we are just catching up,” 
Hyman Safran said, adding that the 
general method has of course been 
used widely by long run consumer 
publications in letterpress, and is 
currently in use for some foreign 
editions of Readers’ Digest printed 
abroad. 

Heat-set lithograph presses al- 
ready on the designers’ boards in- 
dicate speeds up to 25,000 iph, equal 
to the highest letterpress speeds, 
with ultimate higher speeds for 
daily newspaper production. Sig- 
nificantly, a Hoe lithographic press 
using this method is now in opera- 
tion in Melbourne, Australia. 44 


old west. It was Bill who ate and broke a mountain 
lion three times bigger than a full grown steer, then rode it 
down the canyon, using a rattlesnake for a whip. They say 
he invented everything about the cow business. The Rio 
Grande was his idea; he dug it one morning to bring water 
to his private ranch, now the state of New Mexico. 





We have clients in America’s foremost industries and would like more 


improved Binder Is Punters with Imagination 


Boon to Salesmen 
An improved binder for bulky DFKELLER COMPANY .- 3006S FRANKLIN BLVO 


CHICAGO 12, ILLINOIS 
contents, such as products and 
price lists) that expands easily, has 
ample room for insertion or re- 
moval of contents and features rigid 
locking in any position, has been an- 
nounced by the Heinn Co., Milwau- 
kee. Called the Dominator, this new 
binder reportedly reduces sheet- 
changing time as much as 89%. Un- 
like many conventional binders, it 
has wobble-proof steel locking bars 
mounted in steel channels—a fea- 
ture that prevents insecure locking 
and broken mechanisms. 

The binder can be made for 
sheets of any size, in miniumum 
capacity ranges of 2% to 6”. Carry- 
ing handles are optional. 

Complete details are available. 

- for your copy circle 913, page 113 





WITHA Yotemarcter! 


An ordinary ring binder that we have made into a valuable 
selling tool . . . it sets-up and takes-down in split seconds. 
Its simplicity makes its inexpensive. Carried in stock. Also 
100s of other items 


SEND FOR FREE FOLDER! 


S. f ae bs PP 1708 WEST WASHINGTON BLVD. 


CHICAGO 12, ILLINOIS 
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PLASTIC DISPLAYS 
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ENGINEERED, BUILT, INSPECTED BY CHRYSLER CORPORATION 
Chrysler Corporation Display 
Printed in 4 Colors 

Size: 20” x 12” 


Philip Morris Display in 4 Colors 
Size: 9” x 13” 


Se a ee ae: 


I[rans|Diastix 


Plastic displays did a fine sales job for these outstanding advertisers because 

they are printed in glorious full color process. Became part of window, 

NOT an unsightly appendage. So novel...so new...so valuable looking it received 
instant dealer acceptance because the clear see-thru plastic does not block out 
daylight or obscure merchandise inside the window or store. USES...For stores, on 
windows, doors and inside walls...as a mobile or a shelf-talker...on merchandise, 
attached to appliances to sell at P.O.P....for gasoline pumps and outdoor truck Esso a oe 
signs (our plastic is absolutely weatherproof). EXCLUSIVE FEATURES OF TRANSPLASTIX...Other types of plastic signs 

are unsightly because they wrinkle. This clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial 
copy illustrated perfectly. Sizes up to 40”x54”. Quantities from 200 to a million. ECONOMY... Instead of planning an 

old fashioned display with expensive mounting and shipping cartons, you can buy a Transplastix 


for less money, rolled in a tube and delivered with lower mailing cost. ullman 
Write for information: eT avure, 


Inc, 
319 McKIBBIN STREET, BROOKLYN 6, N. YY.» HYACINTH 7-3700 


A division of The Ullman Company, Inc... Established 1888 
FOREMOST PRINTERS: IN PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


Wearever Display 
Printed in 5 Colors 
Size: 22” x 12” 
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The Growing Use of 


Pleasing ‘olor 


How the three-color process is bringing full-color printing 
within the reach of many advertisers, hitherto confined 
to black-and-white by the pressure of the budget. 


By Robert B. Konikow 
AR Managing Editor 


A new dimension has entered the 
field of color printing. Color is 
reaching out into new fields; more 
and more printing users are think- 
ing of color and demanding it. 

This new dimension is partly se- 
mantic, partly technical, partly es- 
thetic, but regardless of the words 
you use, it is a real factor in today’s 
planning. Many have given it the 
name “pleasing color” — _ others 
prefer to use some other descriptive 
phrase. But regardless of the name, 
the important thing is what it is and 
what advertisers can do with it. 

In the past three years, there has 


been a wave of new interest in 
“pleasing color” printing. It started 
with experimental work at Eastman 
Kodak Co. and the Rochester In- 
stitute of Technology. The purpose 
of these experiments was to develop 
a simple, economical process for re- 
production of full color. 

In 1953, Eastman Kodak an- 
nounced its now popular “tri-color” 
process. While three-color printing 
was nothing new, the Rochester ex- 
periments represented a new ap- 
proach. 

Its system is based on four prin- 
cipal features: 

1. Standardization of procedures; 
2. Automatic register from start to 


finish; 


3. Color correction by 
with no handwork; 
4. Specially selected inks. 


masking 


» Let’s look at a few ways in which 
this new process has gone to work 
for an advertiser. 


@ Take the Contract Department of 
Carson Pirie Scott & Co., Chicago. 
It sells office furniture directly to 
businessmen, through outside sales- 
men rather than on the floor. Obvi- 
ously a man can’t carry around 
samples, so he uses pictures. Black 
and white illustrations would do, 
but they are hardly exciting. Color 
is far more impressive, but until 
the new pleasing color process, with 
its lower costs, came along, it was 
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‘Profiting with 
BOOKLET 3-Color Process 
On Request Printing” 





Eastman 





AGENCY Lithograph has genuine 
Eastman Three Color process print- 
ing. Pioneers of the Eastman tech- 
niques, stretching budgets with 
3-color is an old Agency custom. 


Our special cameras automatically 
separate your transparencies—from 
35 mm up—thus eliminating costly 
handwork. Our own inks are spe- 
cially compounded. Agency “know- 
how” blends it all together to 
produce the results and performance 
that clients expect. 


Want to see what we mean? Write 
or wire today for samples and infor- 
mation on Eastman 3-color. 


KOEXIO 


LITHOGRAPH COMPANY 
216 S.E. Grand Ave. Portland 14, Oregon 





40 + ar + May 1957 






[aes ere rer ree eee DD 


It Looks Like This... 


AR has worked closely with the Editorial Service Bureau of Eastman 
Kodak Co. in developing much of the material in the accompanying 
article. At the outset, it was recognized that an actual illustration of 
“pleasing color” was almost a must if AR readers were to be given an 
accurate picture of this important development. With the cooperation 
of Kodak’s editorial staff, AR arranged for the insert which faces this 
page. It was printed under normal “production” conditions by 
Rochester Polychrome Press, using the three special inks recom- 
mended by Kodak. The result is typical of the type of reproduction 
which is possible through use of the simplified procedures upon which 
the so-called Kodak Three-Color Process is based. 


not feasible to give the handful of 
salesmen color pages, or to use such 
pieces in a direct mail campaign. 


e Or look at the task faced by the 
salesman for a shoe manufacturer. 
It is manifestly impossible for him 
to carry around with him a com- 
plete line of samples, in all colors 
and styles. He must pick out a 
representative selection to carry 
with him, leaving him with the 
problem of presenting the balance 
of his line. No method of color re- 
production can possibly be close 
enough to reality to satisfy com- 
pletely the shoe buyer. So the sales- 
man will carry small swatches of 
the actual materials. But to help 
buyers visualize the styles and the 
appearance of the actual shoes, he 
needs photographs. Most shoe sales- 
men have been using black and 
white, color being ruled out by the 
high cost of producing short runs. 
But pleasing color, with its small 
additional cost over black and 
white, more than pays for itself with 
its greater impact. 


@ Sarah Coventry Inc., Newark, 
N. Y., sells costume jewelry direct 
to the consumer, using a party plan. 
Its sales were satisfactory, in spite 
of the fact that the line was dem- 
onstrated with black and white pic- 
tures. The advent of the new proc- 
ess permitted them to shift to color 
illustrations, which are proving far 
more effective. 


@ The Advertising Specialty Insti- 
tute, Philadelphia, has just come 
out with a consolidated catalog of 
specialty items. Each sheet in the 
looseleaf volume is 34x8%”, and 
carries a three-color photo a stand- 
ard 3x44” in size. Standardization 
has taken full advantage of the 
economies inherent in the new 
process. 


e The R. T. French Co., Rochester, 
N. Y. used no illustrations in de- 
veloping its export division, since 
black and white photographs did 


de ee J ee ee et 


not do justice to the product. Stand- 
ard four-color processes were far 
too expensive for the short runs 
needed. Pleasing color turned out 
to be highly satisfactory and effec- 
tive. 


> In order to simplify its research, 
Eastman decided to limit its studios 
to reproducing a standard 2x2” 
Kodachrome transparency, using a 
Multilith Model 1250. This helped 
by limiting the variables during de- 
velopment, but the techniques that 
evolved have much broader appli- 
cation. As a matter of fact, many 
printers, following up on the East- 
man project, have adapted the proc- 
ess to different sizes of original 
transparencies, and to using differ- 
ent presses, some as large as 25x38”. 

With its four premises as a basis, 
Eastman developed a whole system, 
from the original artwork through 
the separation negatives to the 
printed product. There is now on 
the market commercially designed 
and built camera and projection 
equipment based on the Eastman 
experimental models. Through their 
use, it is possible to make screen 
separation negatives directly from 
an original transparency. 

The machine makes the three 
negatives on a single sheet of Koda- 
lith Pan Film, automatically punch- 
ing holes which will be used later 
to keep the three images in register. 
Plates are then made from these 
negatives, either for offset or letter- 
press. The original development 
work, however, was done in offset. 

The three inks were specially se- 
lected. They differ in hue from con- 
ventional process colors. In order to 
achieve as good a black as possible, 
it is necessary to apply considerably 
more ink than usual. For that rea- 
son, it is also necessary to use a “no 
offset” spray at the delivery end of 
the press. 


>» Because of the elimination of hand 
correction, it is especially important 
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Pleasing Color At Work... 


Here are examples of actual three-color lithography as printed in “New 
Markets for Color Printers,” published by the Eastman Kodak Co. to 
introduce the system to the trade. The strip above shows the three special 
colors used to reproduce a full-color subject. Below, how they combine to 


provide pleasing color. 


This special editorial insert 
produced for 

Advertising Requirements by 
Rochester Polychrome Press, 
45 Halstead Street, 
Rochester, N. Y. 





to start with a good transparency. 
The Colwell Press, Minneapolis, one 
of the pioneers in commercial de- 
velopment of the process, has a 
number of suggestions for the 
photographer: 


1. Keep shadows fairly open. A two 
to one ratio is recommended. Too 
open a shadow is also undesirable. 


2. Maintain good color separation 
between subject and background. 


3. On very dark objects (like plas- 
tic, very dark leather, etc.) try to 
use a background color that is in 
the same family as the main object 
being photographed. 


4. In camera composition, keep all 
blank or open areas at a minimum. 
If there must be open spaces, use 
some dodge or device 
slight wrinkling of the fabric or 
shadow pattern to break up the 
monotony of these blank areas. 


such as a 


5. Where large open 
necessity, it 


areas are a 
is advisable to use a 
background with relatively coarse 
texture such as heavy fabric with 
a very small pattern or textured 
woods, etc. 


6. Vary the composition so that 
some of the color pictures will be 
horizontal and some vertical. 


> This last suggestion gets us into an 
interesting point. While the process 
is adaptable to various size trans- 
parencies, it is obviously simpler, 
and thus more economical, to use a 
standard enlargement from a stand- 
ard transparency. 

Colwell, for example, 
very lowest price 
illustration that is 3%x4%”, un- 
cropped, from a %5mm_transpar- 
ency. This does force some limita- 
tions on the design and layout of 
publications, but not as much as 
it might seem. The secret is to think 
of the layout first, and to shoot pic- 
tures with this in mind. 

Since the degree of enlargement 
is fixed, if you want illustrations of 
varying sizes, you must use varying 
parts of the transparency. In this 
way, you can have some variety 
without loss of economy. The ac- 
companying illustration, adapted 
from a Colwell booklet, gives some 
of the variations in layout that can 
be obtained, in spite of the limita- 
tion on scale enlargements. 


offers its 
for making an 


> Another economy step originally 
recommended by Eastman was the 
elimination of proofs. This was 
based on the premise that since no 
hand correction was to be made 
available, of ‘what value were 
proofs? Offering a customer a proof 
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Don’t Forget Other Color Processes 


The Eastman tri-color process is 
not the only approach to low cost 
color, although it is by far the one 
with widest applications. Standard- 
ization and elimination of hand- 
work, in any field, can cut down 


cost. If you can achieve standardi- 


you can save money. 
An outstanding example is the 
job being done by posteard print- 


ers. Here, four-color 


plates are 
used, but the high cost is spread 
over a large number of customers. 
With standard sizes, a large print- 
ing plate gang-runs many separate 
which are cut 


jobs, 


after 
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would imply that he could have 
changes made before the final print- 
ing. 

Experience in the field, however, 
has indicated that the habit of look- 
ing at proofs is too deeply imbedded 
in customer consciousness. Many 
printers now plan on offering proofs 
and are figuring on these costs in 
their estimates. If you specify no 
proofs in advance of the job (and 
if the printer can rely on your for- 
bearance in not suddenly demand- 
ing them) you may get a lower 
quotation. 


>’ The most expensive part of the 
new process is in making the sep- 
aration negatives. Fairly compli- 
cated equipment is required, espe- 
cially if you also demand versatility. 
For this reason, a new specialty has 
grown up —that of making separa- 
tion negatives, or perhaps printing 
plates, for other printers. For once 
the negatives have been shot and 
developed, the rest of the process 
is fairly simple. Plates, either let- 
terpress or offset, can be made by 
fairly standard methods, and the 
finished job can be run off on very 
simple equipment. Even office du- 
plicators have turned out pleasing 
color. 


>» It is still color printing, however. 
As an Eastman brochure states, “It 
should be remembered particularly 
that it is true process color and re- 
quires the knowledge, skill, and 
equipment needed for any good 
color work.” 

Since it requires skill and per- 
ception, there is no guarantee of 
uniform quality. Just because all 
printers use the same basic mate- 


printing. Quality can be very good, 


depending with 


upon the care 
which the plates are corrected and 
the presswork handled. Prices are 
low, in comparison with individual 
jobs, but can vary in accord with 
the effort invested by the _plate- 
maker and the printer, and thus 
the quality can vary also. In addi- 
tion, the delivery schedule of a 
gang-run job depends upon how 
soon the printer can gather enough 
jobs together to fill his form. 
When other conditions exist, it 
is possible to use glass plates, or 
gelatin printing, to effect low-cost 


color printing. 


rials and process, even to the very 
same inks, there is no reason to 
assume that the end results will be 
identical in 
form of 


this, as in any other 
printing. You must shop 
around for quality and price as be- 
fore. Unsatisfactory results from 
one printer should not condemn, in 
a buyer’s mind, the entire process. 
Another printer, or even the same 
shop six months later, will handle 
the same job far more effectively. 


>’ To use it properly, one must get 
over the notion that it is always 
necessary to reproduce all colors of 
the original with equal fidelity. Ad- 
vertisers and top management will 
have to learn that the public will 
not be any the less impressed if 
an ad or a circular doesn’t show 
the exact shade of red they will 
see on the package. 

What is important is the fact that 
color of extremely high quality can 
be obtained. The insert accompany- 
ing this article, prepared especially 
for AR by Rochester Polychrome, 
is evidence enough of this. 


» While the process was originally 
thought of as a short-run tech- 
nique, opening the use of color in 
areas where the cost of the tradi- 
tional four-color process was ex- 
orbitant, it is no longer limited 
in this way. Many printers have 
adapted the tri-color technique to 
long runs and large presses, al- 
though the cost factors may vary 
in these circumstances. The longer 
the run, generally the smaller the 
per-piece differential 
three- and four-color 


between 
printing. 


> The elimination of handwork, as 
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At Reilly Electrotype we've come to 
the conclusion that the word VISIBIL- 
ITY can be spelled another way: 


feos 


eee Saas 
REILLY SUGGESTS 


YOU INQUIRE INTO THE 
| MATERIALS and TECHNIQUES — 
and “ABILITIES”—THAT GO 
INTO THE MAKING OF YOUR 
PRESENT NEWSPAPER PLATES. 
| IF THEY 
DON'T MEASURE UP 10 
OUR STANDARDS, | 
WAY NOT ACT ACCORDINGLY? 


a 


Viz.(‘namely’) ABILITY 


Then Viz. ABILITY would mean 
“namely, ability.”’ We've stretched the 
spelling a bit, but not, actually, the 
truth of the matter. VISIBILITY / 
“namely, ability.” 

When you use Reilly PLASTIC- 
TYPES® you'll easily see that out- 
standing VISIBILITY /s namely ability 
over fifty years of it. Reilly PLASTIC- 





REILLY ELECTROTYPE DIVISION ¢ 305 E. 45TH 
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TYPES give you the best possible per- 
formance of any newspaper plate 
because of the exclusive Duramatrix 
from which the PLASTICTYPES are 
molded. And only Reilly employs en- 
gravers for exacting quality control 
and guarantees that their plates are 
routed to a depth of .055” in all 
open areas. 

We'll be glad to show you tear sheets 
from a national campaign. They'll 
show you how PLASTICTYPES give 
the finest reproduction of newspaper 
advertisements. 


STREET, NEW YORK 17, N.Y. 
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want to know 


MORE 


about color? 


Deen oom 


tual samples, ideas on 
how three-color works 


= 
e for you. It's yours free. 
%: sia 


REMEMBER: if you print black and 
white you‘can afford three-color proc- 
ess . . and when you do use three- 
color... Lithocolor Division guarantees 


you finer quality ... faster service... 
and lower costs. 


wees 
” ¢ 
C Vision 


MICROFILMS INC. 


3 NORTH FIRST STREET~- ANN ARBOR, MICHIGAN 
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Versatile Layouts . 


. . Using a standard enlargement from a standard transparency, it 


is still possible to get pleasing variety, as these examples from a Colwell booklet 
demonstrate. These are typical layouts for an 82x11" catalog page. 


has been mentioned before, leads 
to a certain unpredictable color 
shift. While this may bother some 
printing buyers, such a shift exists 
in other media, and is being lived 
with. 

Advertisers are using r.o.p. color 
in increasing volume, accepting the 
fact that the color shifts are far 
greater and far less predictable than 
with tri-color printing. 

And as color television grows in 
importance, advertisers will realize 


FOR FURTHER 
INFORMATION 


Bulletin for the Graphic Arts, No.7... 
Eastman Kodak Co. 
Some technical background and 
some excellent examples of the tri- 
color process. 

+. «+ for your copy circle 906, page 113 
Profiting with 3-Color Process Printing 
. . » Three-Color Process Co. 

A brief summary from a specialist in 
making separation negatives for 
printers and users. 

. «+ for your copy circle 907, page 113 
Greater Savings with Colwell Colour 
.. + The Colwell Press 

Some suggestions for getting the 
most economy from the new, high- 
quality color printing process. 

. » » for your copy circle 908, page 113 
Reaching for the Moon? . . . The Bentill 
Press 

Examples and a price list of three- 
color work. 

. ++ for your copy circle 909, page 113 
Here’s How Lithocolor Can Work For 
You ... Microfilms Inc. 

A folder with some fine examples 
and a price schedule. 

. + for your copy circle 910, page 113 


and accept the fact that the elec- 
tronic image will not be faithful; 
hopefully, it will be pleasing. But 
the additional impact of commer- 
cials on color tv is already astound- 
ing admen, in spite of the limited 
number of sets in use. 

So it is with this three-color 
printing process. The additional im- 
pact it offers is impressive. As the 
number of printers who can han- 
dle the technique grows, as the 
number of advertising managers 
who become familiar with the con- 
cept increases, we are bound to see 
a wider and wider use of color — 
in booklets, in direct mail, in cata- 
logs, in inserts, in instruction man- 
uals, and wherever a more attrac- 
tive, more compelling piece of 
printing is needed. 44 


Portrait-Size Cuts 
Reduced in Price 


A new price and informational 
folder on Rapid-Etch engravings 
and magnesium line cuts has been 
released by the Basil L. Smith Sys- 
tem, Philadelphia. Prices have been 
reduced on small-sized plates, the 
minimum 2x2” cuts frequently used 
for portraits and product illustra- 
tions. Halftones this size, processed 
by the Dow-ANPA powderless 
etching process, are now priced at 
$1.75 each. They are available in all 
standard halftone screens, deeply 
etched, pica-trimmed and flush- 
mounted on cherry wood. The com- 
pany, which specializes in engrav- 
ings for publications, reports that 
service on most orders can be com- 
pleted within one working day. 

- »» for your copy circle 920, page 113 





Plastic Electros Have 
New Manufacturer 


Copper electrotype plates with a 
plastic backing rather than the 
usual lead backing, are being made 
by Printing Plates Research Inc., 
Columbus, O., rather than by John- 
son Mat & Electro-type Co., as re- 
ported in AR for March. The rights 
to the process were transferred late 
in December. 

According to the company, a 
7x10” Electroplastic plate weighs 
only 1 lb. 15 0z., compared with 5 lb. 
3 oz. for the standard electrotype. 
Throughout the United States and 
Canada, more than 16 electrotypers 
have been licensed to produce the 
new plates. a4 


‘Holiday’ Collects 
Advertising Cliches 


The ability to laugh at yourself 
now and then is still a priceless and 
rare thing. The advertising depart- 
ment of Holiday has been doing 
just that for three years. Its Ad- 
vertising Man’s Diary has a lexicon 
of advertising lingo. 

The 1957 diary is a bit different 
from the ’56 and °55 diaries. A fore- 
word by Peter Schruth, v.p., and 
ad director, notes, “It occurred to us 
that some of our friends around the 
track might like to pass along a few 
of their own cliches, metaphors and 
what-have-you. We tapped the keg 
and the pressure was good.” 


> Scattered through the diary are 
52 favorite cliches, 26 of them with 
humorous sketches by artist John 
Huehnergarth. Example: Com- 
pound fracture (Five account ex- 
ecutives laughing at one client’s 


We made a lot of progress at the 
meeting, but there’s still some work 
to do (We saved the paper and 
string to wrap the layouts. Every- 
thing else was killed) 
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COLWELL 
COLOUR 


NATIONAL LEADER OF 
THREE COLOR PROCESS 


OFFERS YOU 


The answer to low budget require- 
ments and gives you high quality, full 
color reproductions for CATALOGS, 
BROADSIDES, BROCHURES and 
MAGAZINE INSERTS OR COVERS. 
Write for details on the special, eco- 
nomical use of 35mm transparencies. 


Separations or the complete job! 


WRITE FOR DETAILS 


Sean COLOUR 


DIVISION OF THE COLWELL PRESS, INC 


XTH STREET @ MINNEAPOLIS 15 MINNESOTA 





oo 


1501 West Congress Street Chicago 7, Illinois Phone: CHesapeake 3-1377 


te? 
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Too mony packages of fine products hibernate 


on the shelves because their packaging does not 


have the appeal required. For the finest 
~~ 
: Mf reproduction for foil, paper, cellophane and 
paper board products to attract purchasers 


specify “ACME GRAVURE™ cylinders We invite your inquiries 
ac me gravure services inc. 
if it’s Quality — if it’s Delivery — it’s acme 
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JACK-RABBIT DELIVERY ON MARVELLUM COVERS 


When it comes to delivery we'll compete with anybody. Our 
jobbers stock a wide assortment of top-quality Marvellum cover 
papers for immediate delivery. And at the Marvellum factory 
we back up our jobbers with a complete stock of finished goods — 
packaged and ready for fast shipment — same day if necessary. 


Write today —or see your jobber for free samples and test-run 
sheets. 


THE MARVELLUM COMPANY 


Sf give nl. dra 
Cent BRISTOL 


It has superior quality, just the right whiteness for 
photographic reproduction plus a flatness not found in 
other bristols. Plate or vellum finish, 1, 2 or 3 ply. 


THEY WOULD CHOOSE 





(et 


QuaALity 
CARDBOARD 


Write for free samples today, to 





CHICAGO CARDBOARD CoO. 
1240 North Homan Avenue, Chicago 51, Illinois 
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HOLYOKE, MASS. 


joke). Contributors are listed. 

Diary pages are on the right, 
cliche pages on the left. Listed 
throughout the diary are the closing 
dates for two- and four-color pages, 
black-and-white, and newsstand 
sales dates. 

But Jess Hadsell, Holiday cre- 
ative manager, told AR, “The diary 
has no mechanical value. All we try 
to do is associate ourselves inti- 
mately with the problems of the 
adman, artist and copywriter, put a 
smile on this hectic existence. The 
diary is a reminder where it came 
from.” 


> Holiday’s ad department sends the 
diary to advertisers, prospects. 

For the ’57 diary Holiday received 
1,300 cliches and picked 52. They 
are scattered throughout the diary, 
“along with a modicum of editorial 
meddling here and there.” The 
cliches are in black type and “the 
editorial meddling” is bracketed in 
parentheses in blue type. “Of 
course, we never submit speculative 
ideas . . . (We just happened to 
have this Norman Rockwell paint- 
ing with us)”. 

The diary is 3x5%”, has 120 
pages, is bound in blue Fabrikoid 
with a gold embossed cover. 44 


Offers Gage for 
Plastic Binding 


A punch set and diameter gage 
for plastic binding of a quantity of 
papers is offered by Cummins-Chi- 
cago Corp., Chicago. Made of plas- 
tic, the gage simplifies the deter- 
mination of the correct ring di- 
ameter. It has the full range of ring 
diameters, 4” to 14%”, with full 
instructions for use. It may also be 
used as a ruler. 


. ++ for your copy circle 921, page 113 


| WHYATE | 
| PAPER CO. | 


} 


This is perfect paper, boss .. . fire- 

proof, opaque, strong, light, brilliant 

- only one trouble—won’t take 
ink. 











MEDIA DIRECTOR 


TELEPHONE RECEPTIONIST 
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The traffic department may be unromantic, but its smooth functioning 


is basic to the operation of an agency or advertising department; 


Take a tip from the procedures developed by Stromberger, LaV ene, 


McKenzie, Los Angeles, in this excerpt from its manual. 


Every advertising department, 
whether it is within an individual 
company, or an agency, is faced 
with the problem of seeing that jobs 
go through the office on schedule. 
Deadlines must be met, and the 
final one can never be met, unless 
all the earlier ones have been met 
as they came due. 

It always sounds simpler than it 
actually is. You just set up a sched- 
ule, see that everybody gets a copy, 
and there you are! But somehow it 
doesn’t work. Somebody has too 
many details to remember, and 
omits just one. And the whole sys- 
tem falls down. 

A procedure to avoid calamities 
and last-minute emergencies is not 
easy to work out. In this second in- 
stallment from the operating man- 
ual of Stromberger, LaVene, Mc- 


Kenzie, Los Angeles advertising 
agency, we reprint the section on 
traffic procedure. 

Again, we repeat our warning. 
This cannot be adapted word for 
word to another situation. It can, 
however, act as a reference point, a 
starting point, to help you work out 
a procedure for your own office 
which will meet your problems. 


Traffic Procedure 


Our traffic control system is un- 
der the supervision and control of 
the production manager. Traffic 
control is simply an _ automatic 
method for calling attention to the 
necessity for making a decision or 
performing a job sufficiently in ad- 
vance of the deadline so that every- 


one will have time to do his job 
properly. To this end, an agreed 
upon time schedule in days is 
worked out in advance. This proce- 
dure must be adhered to in all but 
emergency jobs. 


> Job Order Distribution . . . The 
yellow copy of all job orders goes 
directly to traffic. Traffic will check 
the job order for completeness of 
information, and have initiating 
secretary add any pertinent facts 
originally omitted. 

After scheduling job on produc- 
trol board, traffic delivers yellow 
copy to the art director, production 
manager, or production secretary, 
depending upon the nature of the 
job order. 


> Scheduling . . . Traffic control en- 
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SLM Time Schedules 


PUBLICATION ADVERTISING 


1. Black and White Ads 
Layout S working days 
(plus approvals) 
Finish 5 working days 
(plus approvals 
juctior 4 working day: 


(plus shipping 


2. Black and One Color 


ayout working days 


3. Four Color 
Layout 10 working days 
(plus approvals 

Finish 15 working days 
(plus approvals 

juctior 20 working days 


(plus shipping 
Note: When the services of a creative 


‘onsultant are required on a job, more 


time is usually required. Before sched 


iles are established, a time agreement 
should be made between the agency 
ind the creative consultant. 


Approval Time .. . Traffic will allow 
four days for layout approval and tw 
jays for finished art approval in in 
stances where client approval is indi 
rated. If more or less time is necessary 
this should be indicated on the jot 
rder 

Shipping Time . . . Normal shipping 
time for plates to an Eastern point is 
eight days for rail delivery, one to twe 
jays by air. Regional rail shipments 
require five days. 


PRINTED LITERATURE 


Consult with production manager 
and art director 


TELEVISION SPOTS 
1. Preliminary 


Initiation through idea 3 weeks 
Idea through storyboard 

and stats S days 

(plus approval) 

Total 26 days 


2. Filming, Live Action 
Bids, and selection of producer 4 days 
Yasting, filming, lab work and 
answer print 10 days 
(This applies to a spot of “average” 
complexity) 


T 


Total 14 days 
3. Final 


Allow ten days for running off prints 
boxing, addressing and shipping via 
air express anywhere in the West. 
(Note: This would be maximum time 
needed; for just a few prints to be 
run in Los Angeles only, with de 
ivery by hand, this estimate could 
be cut to one week. 


4. Filming, Animation 


Bids and selection of producer 4 days 


Time necessary for execution of art 
work through answer print for an ani 
mation spot will call for a minimum of 
six weeks (for a simple twenty-second 
spot) to twelve weeks for a complex 
ne-minute spot. 


Grand Total 


Live action on film, from 
request through delivery 
of prints 7-7. weeks 


Animation, from request through 
delivery of prints 12-18 weeks 


24-SHEET POSTERS 


Copy to layout 10 working days 
(plus approvals) 
Finished art 10 working days 


(plus approvals) 
Printing and delivery 7 weeks 


PAINTED BULLETIN DESIGNS 


1. Design with illustration 


Copy to layout 10 working days 
(plus approval) 
Finished art 15 working days 


(plus approval) 


2. Design without illustration 


Copy to layout 10 working days 
(plus approval) 
Finished art 10 working days 


(plus approval) 


In either case, finished artwork is due 
at paint plants sixty days prior to 
posting date. 


2-SHEET POSTERS 


Copy to layout 5 working days 
(plus approval) 

Finished art 15 working days 
(full color) (plus approval) 
Finished art 5 working days 
(flat color) (plus approval) 
Printing 30 days 


RADIO SPOTS 


1. Preliminary 


Creation of spot idea 3 days 

Client approval 3 days 

Total 6 days 
2. Live Spots 

Local (total) 6 days 


Outside Los Angeles (total) _10 days 


(allow 4 days for shipping) 


3. Recorded Spots, additional time as 
follows: 
Recording and processing 4 days 
If a quantity of records are to be 
made, (more than 12) allow 3 addi 


tional days processing 


Total Recorded Spots 


Local 10 days 
Outside Los Angeles, 12 or 
less recordings 14 days 
(including shpa.) 
Outside Los Angeles, more 
than 12 recordings 17 days 
(including shpa.) 


ters our work procedure in one of 
the following two ways: 


A. Traffic receives the yellow copy 
of the job order, prepares sched- 
ules, and follows through. 


B. Traffic receives a schedule when 
prepared, indicating as far as pos- 
sible all space commitments for the 
budget period. 

Traffic then will determine clos- 
ing dates on all scheduled publica- 
tions, and will consult scheduling 
charts to establish copy due dates. 
These closings will be noted direct- 
ly upon the schedules (both traffic 
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and account executive copies). At 
the same time he will note the me- 
chanical size requirements of each 
magazine directly upon the traffic 
schedule. By means of a device de- 
scribed below, traffic will issue hot- 
sheets advising the account secre- 
tary of copy due, and/or job orders 
to be initiated. 

Where there is no_ schedule 
okayed, it will be the account exec- 
utive’s responsibility to issue the 
job order sufficiently far in advance 
to permit work being completed on 
a reasonable schedule, as outlined 
under time schedules. 


1. In order that the job order 
notifications are sent out in suf- 
ficient time for production, a day- 
book will be set up. The daybook 
will contain a page for every 
working day of the year. When 
traffic determines closing dates 
for scheduled insertions, he will 
count back prescribed number of 
days to determine date job order 
should be initiated. This date is 
entered in the daybook on the 
date job order is needed. This en- 
try will consist of the name and 
division of client, the name of 
publication or publications, the 








: ‘ 
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size of space scheduled, colors, 
publication date and closing date. 


2. When Traffic receives yellow 
(production) copy of the job or- 
der, he transcribes information 
from the job order to the traffic 
control card. By referring to the 
time schedules, which are a part 
of this procedure, dates for copy, 
layout, art, engraver, printer, 
electrotyper, shipping, etc., are 
also entered on the traffic control 
card, as well as on the job order 
before it is delivered to the art 
or production department. 


3. If publications are involved, 
traffic will list shipping addresses 
upon the job order, and prescribe 
shipping instructions based upon 
time and destination. 


4. Card is posted on productrol 
board, with a different colored 
pin representing each step in the 
job, set to correspond with the 
date each step is due. 


5S. Pins will represent: 
Copy 

Layout 
Comprehensive 
Finish 
Approval 
Engraver 
Printer 

Proofs 
Electrotyper 
Molds 
Shipping 
Closing 


>» Traffic Control on Outdoor Ad- 
vertising .. . The traffic department 
will follow through on production 
of the new design as on any other 
job, which means that he will have 
to be made aware of reposting or 
repaint dates, by means of a job 
order. 


> Traffic Control for Radio and 
Televsion . . . Traffic will enter the 
production of radio or television 
commercials in the same manner as 
in any other job; on receipt of the 
job order. 


Specifically, traffic will see that 
schedules and delivery dates are 
met on: 


Copy 

Storyboards 

Answer print or audition dates 
Shipping dates 


> Follow Up 


1. Each Monday morning, a “work- 
in-progress” sheet listing all the 
operations on all accounts that are 
due to be completed up to and in- 
cluding the following Monday will 
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prompt a closer look! 
Beaverite Loose-Leaf 
Covers and Binders 


Write for Bulletin 100 


BEAVERITE 
PRODUCTS, INC. 


BEAVER FALLS, N.Y. 





WY 





a 
complete “> 
a photo engraving 
°° service eco all day 


. @ Copper @ Color Process 
e. @ Zinc Plates 
"? @ Magnesium @ Electrotypes 






all night shipping 
NORTHWESTERN 
PHOTO ENGRAVING CO. 
328 S. Jefferson STate 2-3939 
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be delivered to the production man- 
ager and art director. 

The WIP form will list the job 
number, the job description, the 
item due, the date of item due, and 
the initial of the responsible party. 
All accounts will be listed on the 
same report. 


2. Each morning traffic reviews all 
jobs in production by noting every 
item due the following day. 


3. Tuesday through Friday each 
responsible person will receive hot- 
sheets covering items on the WIP 
sheets, as well as any other items 
which may have happened along. 
These hotsheets will serve as a re- 
minder of what must be accom- 





ee 


Logging Production 


_ mm ... Traffic manager 
oy Leo Sullivan posts job 
. progress on Productrol 
board. 


plished by the following day, as 
well as to keep traffic informed on 
a job’s progress. 


4. Traffic notes on control card the 
date hotsheets were issued, to 
whom, and for what item. 


S. Account executives and depart- 
ment heads will note on the hot- 
sheet the status of due items, indi- 
cating new dates if necessary. Hot- 
sheet is due in traffic department by 
3 p.m. of “item due” date. 


6. Traffic brings board up to date 
on basis of hotsheets returned. 


7. If schedule changes enough to 
indicate that an extension is needed, 
traffic obtains extension, notifying 
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all concerned of new closing date. 


8. If extended closing cannot be 
met, traffic notifies account secre- 
tary, and a change order is issued, 
with new publication date, substi- 
tute ad, or cancellation of space. 


9. If at any time a staff member 
notes that the date for which an 
item is due will not be met, it is his 
responsibility to notify traffic who 
will then pass along this informa- 
tion. 


10. Traffic will receive a blue copy 
of any purchase order covering: 
Layout 

Finished art 

Engraving 

Electrotyping 

Printing 

From these copies he will note on 
his traffic control card the follow- 
ing: 

@ Purchase order number 

@ Date of order 

@ Name of Supplier 

e Any other information not al- 
ready recorded on his card. 


11. In the case of outside suppliers, 
traffic ascertains that delivery 
schedules are met, and that sam- 
ples are delivered on time. 


12. The shipping date as shown on 
the traffic control card is necessari- 
ly that of the first closing. After that 
shipping date, the production part 
of the job has been completed, and 
the production copy of the job or- 
der can go into a file awaiting in- 
voices. However, the job is not fin- 
ished in traffic until the last plate 
has been shipped and verified. 


13. When a job is finished (de- 
livery or shipping date is up, and 
a record certifying delivery is 


SWISS CALENDARS 
The Most APPRECIATED 
Form of ADVERTISING 

for DISCRIMINATING Firms 


13 Dramatic, Spectacular 4-color Gravures 
(cover and 12 Monthly Sheets) 
created by the unexcelled craftsmanship of the 


EDITIONS MUENZHUBER 
(Cormondreche, Switzerland) 


For samples and attractive estimates, stating require 
ments, write to the Distributor in the U.S.A 


JOHN C. SCHOOP 


512 Crest Avenue, Melrose Park, Philadelphia 26, Pa. 
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This insert is a sample 
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The Fascination of Color 


Can you blame this young fellow for creating such a 
stir? After all, to most grownups color television is much 
more exciting too. 


Color printing is no less exciting in its way. If a story 
calls for a picture, how much better to tell the story with 
all the impact of full color. Whether the picture shows 
a gleaming new refrigerator, the charm of Bermuda, or 
a girl in a silver mink stole, color lends excitement. 

Oxford Papers are used by the best printers and lith- 
ographers. There are 25 different grades for color repro- 
duction. If you would like helpful advice on papers for 
color printing, call your nearby Oxford Merchant, or 
write our nearest office. 
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OXFORD 


Saad 
OXFORD PAPER COMPANY seeatas 
OXFORD MIAMI PAPER COMPANY PAVERS 
230 Park Avenue, New York 17 % 35 East Wacker Drive, Chicago, 1 SR A OTS 
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This insert is a sample 
of the offset results 


you can get on 


Wescar Offset 


REGULAR FINISH 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 











Wines OFFSET AND RANGELEY OFFSET (com- 
panion grades manufactured at the West Carrollton and 
Rumford mills, respectively) are bright, white papers of high 
opacity, exceptional strength and ink receptivity. They have 
excellent bond and are free from lint and fuzz. Designed to 
insure maximum performance at high speeds, they are recom- 
mended for fine reproduction of halftones and multicolor 
process work. Wescar and Rangeley Offsets, white, are avail- 
able in both regular (smooth) and vellum finish. Wescar 
Offset, vellum finish, is also available in eight distinctive tints 
— ivory, canary, French gray, tan, green, blue, pink and 
golden yellow. 


WESCAR TEXT is a brilliant white, opaque offset paper in vellum finish 
permitting fine gradations of tone from white to solid black. It reproduces 
details of line drawings, halftones and color process illustrations with 
distinctive fidelity. Wescar Text is a de luxe offset sheet meeting the 
most exacting standards for printing results and press performance. 


CARROLLTON OFFSET is a bright white offset paper of good opacity and 
regular, uniform surface. Free from lint or fuzz, it is carefully manufac- 
tured to give trouble-free press performance. Available in vellum finish, 
Carrollton Offset is recommended for quality offset reproduction at 
moderate cost. 


TWO VALUABLE AIDS: (/) The OxrorD PAPER seLecTor CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 











Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 


W. H. Smith Paper Corp 

Henley Paper Co. 

” Wyant & Sons Paper Co. 

Carter Rice Storrs & Bement 

. « « The Mudge Paper Co. 

* Wilcox-Walter-Furlong Paper Co. 


Boise, Idaho . Blake, Moffitt & Towne 
Boston, Mass. . Carter Rice Storrs & Bement 
Buffalo, N. Y. 


Franklin-Cowan Paper Co. 

Henley Paper Co. 

Bermingham & Prosser Co. 
Bradner, Smith & Co. 

Marquette Paper Corporation 
Midland Paper Company 

The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 

o « « & «6 = Ge Poor ce. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co. 

Blake, Moffitt & Towne 

; Henley Paper Co. 

‘Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 

- . Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co 
Bermingham & Prosser Co. 
Graham Paper Co. 

Louisville Paper Co. 

. . Roach Paper Co. 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Graham Paper Co. 

Louisville Paper Co. 

C. H. Robinson Co. 

Louisville Paper Co. 

"Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co 
Wilcox-Mosher-Leffholm Co. 
Graham Paper Co. 

Bulkley, Dunton & Co., Inc 
Carter Rice Storrs & Bement 

a Graham Paper Co. 

. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 

The Whitaker Paper Co. 
Blake, Moffitt & Towne 

Western Paper Co. 
Carter Rice Storrs & Bement 

. . Atlantic Paper Co. 

Wilcox- Walter- Furlong Paper Co. 
Blake, Moffitt & Towne 

Brubaker Paper Co. 

General Paper Corp. 

. C.H. Robinson Co. 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

Cauthorne Paper Co. 

Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
‘ Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc. 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 


Charlotte, N. Cc. 
Chicago, Ill. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio .. 
Des Moines, Iowa 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N. C. 
Hartford, Conn. . 


High Point, N. C. 
Indianapolis, Ind. 

Kalamazoo, Mich. 
Kansas City, Mo. . 


Knoxville, Tenn. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 


Manchester, N. H. 
Memphis, Tenn. 
Milwaukee, Wis. . 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. . 
New Haven, Conn. 
New Orleans, La. . 
New York, N. Y. 


Oakland, Calif. . 
Omaha, Neb. 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine . 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. . 
Rochester, N. Y. 
Sacramento, Calif. . 
St. Louis, Mo. 


San Bernardino, Calif. 
San Diego, Calif. 

San Francisco, Calif. 
San Jose, Calif. . 
Seattle, Wash. 

South Bend, Ind. . 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. . 
Toledo, Ohio 
Tucson, Ariz. . ‘ 
Washington, D. C. 
Worcester, Mass. 
York, Pa. 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 
230 Park Avenue, New York 17 & 35 East Wacker Drive, Chicago I 
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NEW Subscription Order Form 


Please enter immediately my subscription to 
Advertising Requirements 


for O 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 
1) 1 year (12 issues) at $3 ee ee ee 


[] Payment enclosed [] Billmyfirm [] Bill me 


Name Title 
Firm 

C] Home, or 

C] Firm Address 

City 


Nature of Business 


Advertising Requirements 





PACKAGING 











FIRST CLASS 


Permit Ne. 95 


(Sec. 34.9, P. L. & R.) 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


CHICAGO, ILLINOIS 

















DATE DUE Ib 


HOT SHEET 


DATE Z-5 RE JOB wo, A $0 TO a B 


JOB TITLE Sypuchigen Lice. 


PLEASE NOTE BELOW WHETHER ITEM DESCRIBED WILL BE 
AVAILABLE ON SCHEDULE, IF NOT, SUPPLY NEW DATE. 


THIS SLIP MUST BE RETURNED TO TRAFFIC NOT LATER 
THAN 


3:00 P.M, TODAY 
copy 
LAYOUT 
FINISHED ART 


| AE OR ACCOUNT APPROVAL a 


OTHER od __ gsr afer 


Daily Reminder . . . Traffic uses a slip 
to keep everybody on schedule. 


made) traffic removes card from 
board and files it in a permanent 
reference cabinet under client, divi- 
sion, and type of job. 


>» Plates and Plate Switching 


1. Ad proofs are filed in a binder 
under client and ad number. 


2.In a_ client-identified binder, 
traffic files by ad number a plate- 
switch record form on which he 
notes the number of plates in ex- 
istence, and to whom they were 
originally sent. 


3. When a job order requires plate 
switching from one publication to 
another, traffic refers to proof book 
to: 


a. Ascertain whether plate is at 


publication as stated on job or- 
der. 


b. Check with production man- 
ager to see that size and screen 
are correct for publication to re- 
ceive plates. 


c. Indicate transfer of plates on 
reverse side of proof, with date 
of notification. 


4. Traffic issues plate switch order, 
which is mailed to publication, and 
files duplicate copy by ad number. 


> What to do When the Client Re- 
turns a Job for Revision 


1. If it is a collateral job, a change 
order must be issued by the account 
executive outlining all new facts 
and new dates. 


2. If it is a publication job with a 
fixed closing date, a change order 
must be issued as above with, in 
addition, any space_ schedule 
changes. 44 





News Benefits .. . 





Convention Newspaper 
Published for Agents 


By John J. Ford 

Executive Vice President 
Pennsylvania Lumbermens Mutual 
Insurance Company 


A classified advertisement ap- 
peared in Washington, D. C. news- 
papers last August. 


Wanted—Printer to do impossible job 


The “impossible job” was to work 
on a 24-hour-a-day basis for four 
days to get out a daily newspaper 
for delegates to the convention of 
the National Assn. of Mutual In- 
surance Agents. 

The newspaper, Agents News, is 
published by the Pennsylvania 
Lumbermens Mutual Insurance Co. 


> How did we of the Pennsylvania 
Lumbermens Mutual get into the 
newspaper business? And why has 
it proved our most successful piece 
of promotion? 

For 62 years, Pennsylvania Lum- 
bermens Mutual (PLM) has been 
known as a sound but conservative 
leader in lumber mutual insurance. 
Several years ago, our newly 
elected president, Fred H. Ludwig, 
adopted policies designed to make 
us also a vital and progressive lead- 
er in the general insurance field. 

Since PLM sells insurance mainly 


The Working Press 


at the hotel for a four p.m. layout conference. Layouts, copy and photographs are 
delivered to the printer by nine p.m. for next day’s paper. 


through independent local mutual 
agents, our problem was first to 
impress these agents with our new 
look. Specifically, we sought im- 
mediately to increase the number 
of PLM agents and to make their 
selling efforts more rewarding. 


> For guidance in solving our 
problems, we went to the agents 
themselves in a comprehensive sur- 
vey of opinion. We discovered that 
agents were starved for news of 
important developments in the mu- 
tual insurance field — that they 
were not interested in receiving an- 
other company house organ. 

As a result of the survey, PLM 
decided that the best way to 
demonstrate its new _ progressive 
policies would be to supply all mu- 
tual agents, regardless of company 
affiliation, with such news unclut- 
tered by the usual self-promotion 
found in company house organs. 
PLM then decided to service mu- 
tual agents with a new publication 
— Agent News — at the annual 
conventions of their national as- 
sociation, covering the meetings 
with a daily paper distributed at 
the sessions and mailed to agents 
at their homes. 

Agent News would also be pub- 
lished from time to time between 
conventions to report current news 





. . . After covering a day’s meetings, the professional staff gathers 
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Hot Off The Press . . . Welcomed each 
convention morning, ‘Agent News” 
covers previous day’s activities 


of the association, to bring the 
membership information useful in 
building sales and to apprise mu- 
tual agents of national develop- 
ments that influence their field. 


> Looking back after 18 editions in 
two years, we feel our experience 
as publisher has been well worth 
the production costs. These were 
about $1,200 an issue plus time 
charges for writing and editing. We 
have received many expressions of 
appreciation and good will from the 
national association’s officers, staff, 
and members, as well as praise for 
the project from other mutual in- 
surance companies. 

More specific to our goal, since 
the first publication of Agent News, 
the number of agents doing busi- 
ness for PLM has grown from 200 
to nearly 1,000. 


> From the beginning, we were re- 
solved that the newspaper would 
be a genuine report of the happen- 
ings of the conventions. We felt that 
the paper, to be successful, must 
avoid in any way appearing to be 
a puff sheet for PLM. Because the 
newspaper would also give much 
publicity to the association activi- 
ties, the officers and staff of that 
organization welcomed the idea and 
offered every cooperation. 

With the way cleared in the 
agents’ organization, we at PLM 
then counseled with our advertising 
and public relations agency, Gray 
& Rogers, Philadelphia, on the me- 
chanics of getting out the paper and 
what form it should take. 


» Agent News appeared for the first 
time on October 25, 1954, at the 
New York City convention — a 
four-page newspaper, 84x11” in 
size, in three-column format. 

We insisted on one basic require- 
ment. Agent News was to be writ- 
ten and produced by professional 
newspaper and publicity personnel 
who would have full responsibility 
for its editorial content. Photo- 
graphs were to be taken only by 








news photographers. Actually, most 
of the pictures were furnished by 
the United Press. 

It didn’t take us long to learn 
we had created a welcome means 
of communication. At the conven- 
tions, copies of Agent News are 
snatched up by the delegates. Many 
delegates stop at the PLM display 
booth to get extra copies. 


> To assure a copy for every mem- 
ber of the association, including 
those unable to attend the conven- 
tions, a total of 8,000 copies—one 
for each member—are put in the 
mail daily. They furnish a fresh 
report of association convention 
business—with more than a page 
of photographs of personalities and 
activities. 

Since the first edition in New 
York, we have published Agent 
News at conventions in Cincinnati 
and Washington, D. C. and at asso- 
ciation mid-year meetings in Dallas, 
Tex., and Atlantic City, N. J. 


> Our most recent operation was 
in the nation’s capital—for the as- 
sociation’s 25th anniversary conven- 
tion. A description of the problems 
we encountered in producing four 
issues of Agent News during this 
meeting will give a detailed idea 
of the difficulties of producing a 
daily newspaper in the midst of a 
busy convention. 

The first requirement in any city 
is to discover a printer willing to 
work on a 24-hour-a-day, four-day 
basis. He must be able to have each 
edition ready for distribution by 
9 am. each morning, hence the chal- 
lenging classified advertisement. 
Gray & Rogers sends an advance 
man to the convention city about 
six weeks prior to the opening of 
the meeting to interview those who 
reply to the ad and to place the 
order in a shop capable of handling 
the job. 

Gray & Rogers assigns a team of 
five publicity staff members to pro- 
duce the paper. The team includes 
three reporters, a girl in charge of 
photo assignments and a secretary. 

In Washington, the staff set up a 
press room at the site of the con- 
vention at the Shoreham Hotel. The 
day usually begins with a _ story 
conference breakfast at 8 a.m. where 
each is assigned his day’s work. 
Photo possibilities are outlined. 
Then, when the convention meet- 
ings begin, the team is ready to go 
to work. Stories are written as soon 
as possible, reporters editing one 
another’s copy. 


> Photographs are delivered to the 
hotel by 4 p.m. and a layout for 
a page of pictures is made and 
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in Distinctive Typography 


A Texas Agency says: 


‘When we want something ‘different’ in the way of 
type, we always send the job to Warwick... 
they always have the faces we need—in the sizes 


we need—and they always meet delivery dates.” 


You will find everything you need typographically 
at Warwick, for this unusual organization 

has the facilities to produce almost every type 
of composition, from hand-set reproductions 

to composition on film by photography 

the newest method of typography. And, with 
their Flexset* Process, Warwick can reproportion 
or change a block of text, a word, ora 
headline to capture the spirit of an artist’s 


layout when available type faces fail to do so. 
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turned over to the printer. At this 
time the printer also takes what- 
ever early copy is ready for type- 
setting. By 9 p.m. all copy for the 
next day has been written and 
edited. Page layouts are prepared 
and the completed job sent off to 
the printer. 

Around midnight, the Agent 
News staff repairs to the print shop 
where proofs are read and final ap- 
proval given for the edition. When 
the papers are delivered in the 
morning, they are distributed to 
delegates as they gather for the 
early convention sessions. A news- 
boy is hired to distribute the paper. 
He is dressed in an Agent News 
apron and a peaked cap with a 
PLM identification button. 

We have noticed that each year 
the reporting of the news of the 
convention becomes an easier task. 
Where once we had to chase people 
for information, in many instances 
they now seek us out. In addition, 
we offer the facilities of our press 
room to the association for its own 
publicity use. In the same way, we 
find we also can be helpful to daily 
newspapers, the wire services and 
the insurance trade press inter- 
ested in the news from the conven- 
tion. 


> The president of the agents’ as- 
sociation told us at the recent con- 
vention that Agent News has in- 
stilled a spirit of enthusiasm and a 
desire for good performance among 
the members that has been un- 
exampled in their past history. He 
explained that everybody seems to 
try to do a better job in his associa- 
tion activities, knowing that stories 
of what is being done—accurately 
and_ professionally handled—will 
appear in the next day’s issue of 
Agent News. 

That’s one of the first compli- 
ments Agent News could get. We 
hope to continue the good work and 
prove that Pennsylvania Lumber- 
mens Mutual is a company alert 
to the problems of the mutual in- 
surance agent, the National Assn. of 
Mutual Insurance Agents and the 
mutual insurance business. 44 


Kit Offers Models 
For Office Forms 


Anyone who has ever had to 
draw up an office form will wel- 
come a new “pattern kit” from 
Neenah Paper Co. (a subsidiary of 
Kimberly-Clark Corp.), Neenah, 
Wis. Two guides — one for punch- 
ing and perforating, another for 
ruling — help the user design spe- 
cial accounting forms. These short- 
cuts tell the kinds of ruling that 





can be specified, the slotted punch- 
ings used for ledger and journal 
forms and the: closed holes used for 
forms kept in ring and post binders. 
They come in a handy folder with 
suggestions for setting up a color 
system using the colors of Neenah 
Ledger and the matching colors of 
Neenah Index. A facing chart out- 
lines the characteristics of leading 

ledgers in the company’s line. 
. . + for your copy circle 929, page 113 


Two Meetings Spark 
Graphics Calendar 


Upcoming events in the graphic 
arts include a typographic workshop 
scheduled for May 4 in Stillwater, 
Okla., and the three-day conven- 
tion of the Screen Process Printing 
Assn., running from Oct. 26 to 28 in 
Detroit. 

Howard N. King, typographer and 
book designer, will conduct the 
typographic workshop under the 
supervision and direction of the 
Intertype Corp. It will be held on 
the campus of Oklahoma A. & M. 
College in Stillwater. About 300 
persons are expected to attend, 
among them layout artists, 
editors and printers. 

Typefaces and how to use them 
will be the subjects of the first two 
sessions. The third will be devoted 
to an analysis of publications from 
the area. 


men, 


>’ Theme of the SPPA Convention, 
to take place at the Sheraton-Cadil- 
lac Hotel in Detroit, is “Detroit the 
Colossus Welcomes Screen Proc- 
ess.” A buyers’ reception will open 
the show Oct. 25. Regular sessions 
will probably be followed by in- 
formal meetings with representa- 
tives of exhibiting companies on 
hand to answer questions on paper 
and cardboard stock, ink, stencil- 
making and care and registration 
problems. 

Special attention will be paid to 
point-of-purchase displays at the 
last session, Oct. 28. 44 


Electric Stapler 
Announced by Bates 


For rapid stapling of reports, in- 
voices, etc., the Bates Mfg. Co., 
Orange, N. J., announces a com- 
pletely automatic electric stapler 
which uses standard size staples. 

“The mere insertion of paper un- 
der the stapler head automatically 
actuates this machine,” a company 
spokesman points out. “There is no 
need to touch the machine with 
your hand to make it staple.” 

A safety device automatically 
cuts off the current when the ma- 


chine is being loaded. All moving 
parts are concealed, including the 
electric solenoid that actuates the 
stapler head when the machine is 
in operation. Another feature is an 
adjustable depth gage that permits 
the machine operator to place the 
staple in the same position on the 
paper every time. 
Details on the machine, which re- 
tails for $49.50, are available. 
- . » for your copy circle 930, page 113 


New Gage Measures 
Type and Paper 


Production men as well as print- 
ers and engravers may soon have 
a chance to examine and use a 
three-way combination gage im- 
ported from West Germany. The 
gage measures any type-high ma- 
terial with remarkable accuracy, 
according to the distributor, Pitts- 
burgh White Metal Co., Brooklyn, 
N. Y. Not only type, but plates. 
electros, wood blocks, rubber and 
plastic plates can be measured with 
this device which resembles a scale. 

With a simple adjustment, the 
gage will also measure body thick- 
ness of type and paper of any 


weight down to onion skin. The dial 
is calibrated in two-thousandths of 
an inch, and measurements are as- 
sured to be accurate to 1/.1000th of 
an inch. 
Full information is available. 
. . . for your copy circle 931, page 113 


Intertype Updates 
Fotosetter Catalog 


An up-to-date review of Foto- 
setter typefaces has been issued by 
Intertype Corp., Brooklyn, N. Y. It 
contains complete alphabet show- 
ings of 178 different fonts of Foto- 
setter faces available for use with 
the company’s photographic line- 
composing machine. Also shown are 
alphabet lengths and pica counts. 

Some of the new faces shown, 
such as Catalina, take advantage 
of the Fotosetter’s ability to set con- 
nected scripts and kerning italics. 
The machine can reproduce a 
broad range of alphabets—from old- 
style faces to the newest extended 
gothics and outlined forms. In ad- 
dition, nearly 40 special charac- 
ters for various printing require- 
ments are featured. 


- +. for your copy circle 932, page 113 
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Photographic Poster 


. Done in full-color lithography, this 12x47’ outdoor poster was 


based on a color photograph and replaces a hand-painted spectacular. The rectangular 
logotype is interior-illuminated Plexiglas. Twelve banks of three-light floods and five 
overhead reflectors provide additional lighting. The lithograph was prepared in sec- 
tions, mounted on plywood, shellacked and then erected. 


Photo to Poster ... 


Full-color 
NMade by 


Liebmann Breweries has _ intro- 
duced lithographed cutouts on its 
outdoor spectaculars for Rheingold 
Beer in the East, replacing hand- 
painted cutouts. The spectacular has 
600 square feet of lithographed 
area. 

According to Liebmann advertis- 
ing agency’s v.p. in charge of out- 
door advertising, John J. Lechner, 
Foote, Cone & Belding, advantages 
of the technique are speed of art 
change plus true and uniform color 
reproduction of the original Ekta- 
chrome. 


> Eighteen locations in six heavily- 
populated counties of northern New 
Jersey have the cutouts. The cut- 
outs are in addition to Rheingold’s 
regular outdoor campaign. The 
technique represents a “first,” ac- 
cording to brewer, advertising 
agency, lithographer and mounter- 
erector. 

This first lithographed cutout— 
Miss Rheingold in ski attire with a 
steam locomotive in the background, 
was erected on a 12x47’ outdoor 
board. The cutout, 22’ high, extends 
8’ above the top of the location. 

“The idea of lithographed cutouts 
evolved from a Liebmann hand- 
painted spectacular at the same lo- 
cations four months last year. This 
was a hunting situation featuring 
Miss Rheingold with a liver-and- 
white pointer. Miss Rheingold was 
sitting on a fence. 


> It was effective, but it took six 
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Spectacular 
Lithography 


painters working at top speed two 
to three months to paint 18 cutouts 
for location. Casting about for a 
method to speed changes of design, 
the agency decided to try lithog- 
raphy. Lithographing, mounting and 
installing can be done in three or 
four weeks from start to finish, it 
found. Handpainted  spectaculars 
had been used by Rheingold two or 
three years ago on the West Coast. 

Lithographed on heavy Krome- 
kote by Gugler Lithographic Co., 
Milwaukee, the illustrations come 
in sections. They are mounted on 
1%4’”’ Harborite plastic-coated ply- 
wood, coated with a clear shellac, 


then erected. United Advertising 
Corp., Newark, N.J., handles the 
wood cutting, mounting, coating and 
erecting. It had handled the hand- 
painted spectaculars, too, scaling up 
from 11x14” carbros. 

Actually, the lithographed cutout 
is in four sections—a 12x16’ loco- 
motive front, an 18x5’ tender show- 
ing wheels only, and Miss Rhein- 
gold in two parts, one of head, 
shoulders and ski tops and the other 
the rest of her body. 


>» An 8x12’ sign is an important and 
permanent part of the spectacular. 
Made of Plexiglas and featuring the 
Rheingold label in red and white, it 
is interior lighted. Additional il- 
lumination for the cutout comes 
from 12 banks of three-light floods 
and five overhead reflectors. 

Cutouts and sign are in three 
planes. The locomotive cutouts ex- 
tend 6” from the face of the outdoor 
board, the Miss Rheingold portion 
18” and the lighted sign 24”. The 
sign is on the right portion of the 
spectacular. 

On the left is another permanent 
element, selling copy by Miss 
Rheingold saying, “My beer is 
Rheingold the Dry beer,’ hand- 
painted by United Advertising. 
Lighted sign and copy are not in- 
flexible, however. If necessary, 
either or both can be moved or re- 
painted to fit any cutout situation. 

Rheingold has found not only that 
the lithographed cutouts are better 
reproductions than the handpainted 
ones but also that it can change the 
cutouts more frequently. 

The first litho was up two and a 
half months. Last year’s hand- 
painted job stayed up four months. 
At least four other litho situations 
are planned, with a stepped-up fre- 
quency. a4 





By Maurine Christopher 


An advertising agency does not 
pick out a syndicated film show by 
gazing intently into a crystal ball 
or reaching blindfolded into a hat 
which contains a number of pos- 
sible choices. 

Occasionally a show may be se- 
lected because the sponsor’s wife 
has a preference for a certain lead- 
ing man or because his children 
are fond of a particular western 
hero, but these instances are very 
rare. 


> By and large, an agency chooses 
a syndicated film show, whether it 
be for two markets or 102, with the 
same painstaking care as it chooses 
a network program. This is not to 
say that an agency spends as much 
time and thought on finding the 
proper show for a single small mar- 
ket as it does to locate a network 
attraction on which the client will 
stake a major portion of his total 
budget. Such an imbalance of at- 
tention would be both impractical 
and uneconomical for an agency. 
What it does mean is that the 
syndicated film buyers — who, in 
most of the agencies consulted for 
this article, are engaged in a gen- 
eral search for tv programs rather 
than for syndicated shows only — 
consider all the fine points of the 


How to Buy 


Films for Television 


The syndicated film is playing a key role 
in television programming, and many admen 
must choose the right film for their 


product. Here are a few practical 


case for any buy, whatever the 
budget or the area to be covered. 

In many instances a regional buy 
requires the weighing of more min- 
ute criteria, than does a national 
purchase where a sponsor must 
cater to mass rather than regional 
or specific market preferences. 


> So much for the general approach 
toward vidpix buying; now for the 
specifics. The best way to cover the 
step-by-step procedures of the 
business would seem to be through 
the experiences of the men who 
work at it every day. 

We checked with representatives 
of several agencies, but we got the 
most detailed analysis of the work- 
ings of the trade from Warren F. 
Warner of N. W. Ayer & Son. In 
addition to being the agency’s chief 
backstop on film buying, Mr. War- 
ner is concerned with programming 
development in the broader sense. 
When he starts a specific film buy- 
ing assignment, he begins with 
these basic considerations: 


@ Who is the client? 

@ What is his budget? 

@ What markets does he wish to 
cover? 

@ What is the product? 

@ What is the copy line? 

® What segment of the audience is 
the sales story primarily directed 


suggestions on doing the job. 


to — men, women, children, or a 
combination? 

@ What is the client's marketing 
goal? 


> Budget is a prime consideration. 
It doesn’t matter how good a show is 
as an entertainment vehicle and 
sales platform; it is no good for a 
sponsor if he can’t afford it. If the 
budget is a limited one, it may be 
best to shop for re-runs. Sometimes 
a search through the syndicators’ li- 
brary uncovers some pleasant sur- 
prises. One buyer found that there 
were 26 “Kit Carson” films availa- 
ble on a first-run basis in New York 
in combination with 26 others that 
were third-run in the market. 

The first time a network show 
goes into syndication as a re-run, 
it is really first-run in many cities 
that were not included in the net- 
work sponsor’s lineup. Even veteran 
attractions such as “Badge 714” 
(“Dragnet” re-runs) and “San 
Francisco Beat” (“The Lineup” re- 
runs), which have been running 
simultaneously on network and 
syndicated hookups for years, are 
still first-run buys for the entire 
series in some areas. 

It may be ABC to say so, but the 
adept, experienced buyer does not 
waste his time considering shows 
beyond the client’s means. 

The markets to be covered may 
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Reel Life Stories ... 


Why Film Buyers 
Get Charcoal Gray 


4 supporting character on a 
space man’s program was arrested 
for theft. The news was reported 
in the afternoon papers on the 
same day the show was scheduled 
to be shown in New York. The 
quick-thinking agency solved this 
one by taking his name out of the 
list of credits. And the young man 
in question, who was given the 
benefit of the doubt in his first 
clash with the law, managed to 
straighten himself out and con- 
tinue his acting career. 


Herewith the tale of one film 
show which lasted only a_ week. 
Carried away by the current do-it- 
yourself craze, a bank bought a 
15-minute program that showed 
people how to do everything from 
build kitchen cabinets to repair 
roofs. On Monday morning after 
the show premiered, the president 


of the bank received a phone call 


help the buyer narrow down the 
program categories to be considered. 
Country music or hillbilly shows go 
well in the south and southwest, 
for example, but they generally do 
not draw big tv audiences in cos- 
mopolitan New York, Boston and 
Detroit. Rating records will be a 
help in determining regional pro- 
gram preference if the film under 
consideration has already run in a 
similar market. 


> The product, its copy line and 
who consumes and/or buys it give 
the buyer the cue to the specific 
audience to be reached. The de- 
sired audience, in turn, determines 
what time of day or night a show 
is to be scheduled. 

Suppose the advertised product 
is to be bread. The copy approach 
may be aimed directly at children 

- in the “Kids, you should eat this 
kind of bread” fashion. Or the play 
may be at mother in the “This is 
the bread to keep your family 
healthy” approach. Or the adver- 
tiser, particularly if he has already 
invested a lot of tv dollars to woo 
the kids, may decide to re-write his 
sell and re-program his time in a 
way that will keep the smallfry and 
all the women. 

That early kids’ favorite, Hopa- 
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from the head of the carpenters’ 
union, which had a seven figure 
account in the bank. He said he 
was calling to arrange for a trans- 
fer of the account to another bank. 
After determining the cause of the 
union’s displeasure, the bank man- 
aged to keep its big depositor, but 
the show went out the window. 





United Airlines bought re-runs 
of the “Ford Theater” dramatic 
series for presentation in Hono- 
lulu. One of the tensest dramas in 


the series was a cliff hanger with 


long Cassidy, sold a lot of bread 
to the little ones. Hoppy, “Buffalo 
Bill, Jr.” and other western stars 
might very well be among the 
shows considered for a food product 
which planned to target its pitch 
toward the kids. 

Should the objective of the food 
maker’s commercial be the house- 
wife, the buyer will look for a vid- 
pix with female appeal — perhaps 
a drama (“Star and the Story”) or 
personality (Liberace) series. This 
show can be scheduled in the day- 
time to keep the homemaker com- 
pany when the rest of the family is 
away. 

As for the third copy approach — 
that designed to keep the kids and 
get the mothers — this requires still 
another type of film. As a week 
night attraction it must be telecast 
after school and before 7:30 p.m. if 
the younger young set is expected 
to be in the audience. The show 
must be sufficiently lively and ad- 
venturesome to attract the children; 
it also must contain some enter- 
tainment elements that will appeal 
to mother. Here the choice might 
be to a western with a hero who 
is attractive to women or a well- 
paced adventure series. 

And lastly, it is possible that the 
bread advertiser might decide to 


Claudette Colbert trapped in a 
crashed plane in a desolate area. It 
was a good story, but hardly com- 
patible with what the sponsor was 
selling. As a result Honolulu view- 
ers never got a look at this film 
which was nixed by alert screeners 
at N. W. Ayer & Son. 


An appliance maker bought a 
syndicated film as a means of at- 
tracting additional support from 
dealers in the Toledo, O. area. The 
first story to be aired was a bizarre 
one about a man who murdered his 
wife with the cord of a vacuum 
cleaner. The murder’ sequence 
climaxed with a shot of the body 
next to which there was a vacuum 
cleaner — bearing, you guessed it, 
the name of the sponsor. In this 
case Obviously nobody had 
screened the show in advance. The 
appliance 


maker’s syndicated ty 


run in Toledo lasted exactly one 


de-emphasize the kids’ element and 
to redirect his selling for an all- 
family approach. In this case, the 
buyer might recommend a_= spy 
story (“I Led Three Lives”), ad- 
venture series (“Waterfront”) or 


an action thriller (“Whirlybirds’). 


> A product category in which the 
man is the decision maker presents 
the buyer with a somewhat different 
set of requirements. An oil com- 
pany will serve as an example. 
Ayer’s research indicates that the 
head of the house generally decides 
what kind of gas and oil will be 
used in the family car. This is true 
even if his wife actually does most 
of the buying. The theory is that 
the man picks out a gas station be- 
cause he likes the brand of gas and 
oil and/or because he likes to trade 
with Joe. 

To sell products bought by a man 
or bought on the basis of his de- 
cision, the film buyer looks for a 
program designed to get the men 
for sure — and preferably the men 
with their wives by their sides. 
“Highway Patrol,” “Sheriff of Co- 
chise” or “Men of Annapolis” 
might be this advertiser’s choice. 
Scheduled after the children are in 
bed, adult-only shows are able to 

- continued on page 56B 
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tackle meaty subjects that would 
be verboten in the earlier hours. 


> Having decided what types of 
shows will be most likely to get the 
advertiser’s message across to the 
people he wants to reach, Mr. War- 
ner then begins the search for a 
specific show. If the sponsor wants 
to get on the air fast in a tight mar- 
ket, the time may be cleared first, 
but normally the program comes 
first. 

The first step in show selection, 
which is a continuous process at the 
film buying departments of the 
agencies, is to screen the available 
shows that would fit the sponsor’s 
needs and his budget. Film buyers 
are constantly screening new shows; 
they see the pilots as they become 
available even though they have no 
client who is interested in a pro- 
gram at the moment. 

Buyers are around-the-clock 
watchers for several reasons: This 
is the only way to keep informed 
as to what the syndicators and pro- 
ducers have to offer; a client re- 
quest for a show screened yester- 
day may turn up today; most of 
the agencies consider it good busi- 
ness to keep their doors open to the 
syndicators. 

“We have to see them all,” Mr. 
Warner said in emphasizing the 
need for an open door policy. “If 
I turn a salesman down today, 
without taking a look at what he 
has to offer, that same salesman 
may come up with something really 
good next week and not give me 
a chance to look at it.” 


> A great many shows that even- 
tually turn up on syndication lists 
were first offered for network or 
national spot sale; the big agencies 
will be familiar with these long be- 
fore they make the _ syndication 
rounds. 

Vidpix buyers are not short on 
daring. If a spanking new series 
looks good to them, most of them 
will buy it after having seen only 
a pilot, providing: 


1. It is being distributed by an 
established syndicator, and _ better 
still, one with whom they 
done business before. 


have 


2. It is being produced by an ex- 
perienced producer with a good tv 
record. 


3. The agency is convinced that the 
story line will be followed and that 
it is substantial enough to sustain 
a series. 


4. The central character, if there 
is one, has appeal and believability. 


5. The leads in the film perform 


56B + ar * May 1957 


capably and show signs of promise 
as tv drawing cards. These per- 
formers don’t have to be, and usual- 
ly aren’t, established box office 
draws. “Annie Oakley” made a star 
out of cowgirl Gail Davis and the 
“Sheriff of Cochise” may do the 
same for handsome John Bromfield. 


6. The supporting players are com- 
petent and appealing. 


7. The directors and writers are ex- 
perienced and able. 


8. The producer has enough financ- 
ing to carry the project through 
at the same scale on which the pilot 
was shot. Agencies are particularly 
leery of a film that looks so expen- 
sive they know it would be impos- 
sible to match for the entire series 
at the price quoted. 


9. Sets, furnishings, costumes, ex- 
teriors, etc., do not show obvious 
signs of penny-pinching. 


10. The camera and lighting tech- 
niques and the film print and 
sound track are good. 


After having canvassed the dis- 
tributors to find out what is availa- 
ble either from properties already 
complete and on the shelves or 
from new series in the making, 
the film department narrows the 
field down to about five shows. 
(Rating records will be a factor if 
the shows have run before.) These 
are viewed by several people in the 
agency, including the account exec- 
utive; this group selects two or 
three films to show to the client, the 
court of last resort in all advertis- 
ing buying. 


> For the sake of simplicity, we 
have followed these buying basics 
through the operation as it evolves 
at one advertising agency. But a 
check of agencies indicated that 
these same considerations are pretty 
generally applicable. 

One of the most experienced men 
at syndicated film buying is Robert 
Redd, v. p. and radio-tv director 
of Erwin, Wasey & Co., Los Angeles. 
In our talk with him, we concen- 
trated on the more complicated as- 
pects of buying and on some of the 
trends in the industry. 

Mr. Redd does not hesitate to take 
advantage of his strategic location. 
He makes a point of getting the 
films when they are “practically 
wet out of the lab before they are 
shipped east.” Nor does he hesitate 
“to jump the gun” and buy a series 
on the basis of a story alone — if 
the show looks like a hit, if the pro- 
ducer is a good one and if the script 
and cast are strong. 


Mr. Redd has pioneered in de- 


veloping the combination advertis- 
er syndicate contract. This enables 
an agency to put several clients to- 
gether to buy a show that individ- 
ually they might not be able to 
afford. Erwin, Wasey first used this 
strategy last fall for White King 
Soap Co., Arizona Brewing Co. and 
Carnation Co. 


» When Mr. Redd heard that Desilu 
and National Telefilm Associates 
were putting a new story called 
“Sheriff of Cochise” on the market, 
he arranged to have a look at the 
pilot. He liked the leading man, the 
excellent photography, the good 
story plus the idea of having a 
sheriff who rode around in a sta- 
tion wagon instead of on a horse. 
He got the story line for four or 
five other films and they were fine. 
But when the market-by-market 
prices came in on the show, they 
were more than the potential spon- 
sors he had in mind could afford. 
So Mr. Redd combined the three 
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On facing page: 

A useful list of the 
major distributors of 
syndicated films 

for television. 
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advertisers White King, Arizona 
beer and Carnation — for an every 
week sponsorship schedule in about 
35 markets. He then informed NTA, 
the distributor of the show, that he 
had three clients who were in- 
terested in the series for a 35-market 
lineup if the price could be ad- 
justed. NTA found the 35-station 
offer sufficiently attractive to make 
an adjustment. It is customary for 
a sponsor who buys a sizable num- 
ber of stations to get a better per 
market price; the unusual aspect of 
this situation was that an agency 
was able to combine three clients to 
qualify for the discount. 

“We expect to be partners in this 
film for a number of years and we 
think the situation is healthy for all 
of us,’ Mr. Redd said. “Our clients 
are not only living peacefully to- 


... continued on page 58 





A Guide 


ABC Film Syndication Inc. 

1501 Broadway, New York 36 

Academy Film Productions Inc. 

123 W. Chestnut St., Chicago 10 

M & A Alexander Productions Inc. 

6040 Sunset Blvd., Hwd. 

Associated Artists Productions Inc. 

245 Madison Av., New York 17 

Bob Atcher Films Inc. 

1037 Wood and Av. G enview Hh. 

Atlas Television Corp. 

225 E. 46th St., New York 17 

Aurora Film Distributors 

1410 Howard St., Omaha 2 

Award Television Corp. 

130 Cuttermill Rd., Great Neck 

Ree 

George Bagnall & Associates Inc. 

8827 Olympic Blvd., Beverly Hills 

Jerome Balsam Films Inc. 

1501 Broadway, New York 36 

Barry & Enright Productions 

667 Madison Av., New York 22 

Mannie Baum Enterprises Corp. 

723 7th Av., New York 19 

Zach Baym Films 

60 E. 42nd St., New ° 

Big Fights Inc. 

7 E. 40th St., New York 16 

Cambridge Productions Inc. 

227 Shoreland Bldg., Miami 32 

Cavalcade Television Programs 

1904 Santa Monica Blvd., Hwd. 

CBS Television Film Sales Inc. 

485 Mad son Av. Ne W Y rk 22 

Bruce Chapman Co. 

125 W. 4Ist St., New York 36 

Cinema-Vue Corp. 

243 W. 55th St., New York 18 

Cine-Tele Productions 

6325 Santa Monica Blvd., Hwd. 

Cine-Video Productions Inc. 

1322 Boston Post Rd. Milfor 
and 

Colmes-Werrenrath Productions 

540 N. Lake Shore Dr., Chicago || 

Combined Television Pictures Inc. 

241 S. Beverly Dr., Beverly H 

Coronet Films 

65 E. South Water St., Chicag 

Tom J. Corradine Associates Inc. 

5746 Sunset Blvd., Hollywood 28 

Louis de Rochemont Associates Inc. 

380 Madison Av., New York 17 

Desilu Productions Inc. 

846 N. Cahuenga Blvd., H 

Dynamic Films Inc. 

112 W. 89th St., New York 24 

Economee Television Programs 

501 Madison Av., New York 22 

Film Classic Exchange 

1611 N. LaBrea Av., Hollywood 28 

Flamingo Films Inc. 

509 Madison Av., New York 22 

Fleetwood Films Inc. 

10 Fiske Pl., Mt. Vernon, N. Y. 

Franklin Television Productions 

1454 Peerles Pl., Los Angeles 35 

Fremantle Overseas Radio & TV 

366 Madison Av., New York 17 


Harry S. Goodman Productions 
19 E. 53rd St., New York 22 
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Abner J. Greshler Productions Inc. 

8701 Wilshire Blvd., Beverly Hills 

Guild Films Co. Inc. 

460 Park Av., New York 22 

Harriscope Inc. 

355 N. Beverly Dr., Beverly Hills 

Hollywood Television Productions 

880 Bergen Av., Jersey City, N. J. 

Hollywood Television Service Inc. 

4020 Carpenter St., N. Hollywood 

Henry Holt & Co. Inc. 

383 Madison Av., New York 17 

Imperial World Films Inc. 

12 E. Delaware Pl., Chicago || 

Ind. Producers Film Exchange Inc. 

6926 Melrose Av., Hollywood 38 

Intl. Film Bureau Inc. 

57 E. Jackson Blvd., Chicago 4 

Intl. News Service 

235 E. 45th St., New York 17 

Interstate Television Corp. 

4376 Sunset Dr., Hollywood 27 

Jewell TV & Radio Productions 

540 N. Michigan Av., Chicago || 

Kling Film Productions 

1058 W. Washinaton Blvd. 
Chicago 7 

Lakeside Television Co. Inc. 

1465 Broadway, New York 36 

Gene Lester Productions 

1487 N. Vine St., Hollywood 28 

John W. Loveton Productions Inc. 

9100 Sunset Blvd., Los Angeles 46 

Major Television Productions Inc. 

1270 6th Av., New York 20 


MCA-TV Ltd., Film Syndication 
598 Madison Avy.., New York 22 
Medallion TV Enterprises Inc. 
6000 Sunset Blvd., Hollywood 28 
Charles Michelson Inc. 

45 W. 45th St.,. New York 36 
Minot TV Inc. 

120 E. 56th St., New York 36 
Morton Television Productions Inc. 
64 E. Lake St., Chicago | 

Motion Picture Adv. Service 

1032 Carondelet St., New Orleans 
NBC Television Films 

663 5th Av., New York 22 
National Telefilm Associates Inc. 
60 W. 55th St., New York 19 
National Television Films 

120 S. Poplar St., Charlotte 

Byron Nelson Golf 

20 N. Wacker Dr., Chicaag 

New Albion Films Inc. 

991 Tennessee St., San Francisco 7 
New World Productions 

13273 Ventura Blvd., N. Hollyw 
Fred A. Niles Productions Inc. 

22 W. Hubbard St., Chicago !0 
John Norman Productions 

3414 W. Dallas St., Houst 

Official Films Inc. 

25 W. 45th St., New York 36 
Olympia Film Productions Inc. 
112 W. 48th St., New York 36 


Packaged Programs Inc. 
634 Penn Av., Pittsburgh 22 


Pathe Pictures Inc. 
33 W. 60th St., New Yor 


to TV Film Distributors 


Princeton Film Center Inc. 
Carter Rd., Princeton, N. J. 


RCA Recorded Program Services 
155 E. 24th St., New York 10 
Reid H. Ray Film Industries Inc. 
2269 Ford Pkwy., St. Paul | 
Stuart Reynolds Productions 
9110 Sunset Blvd., Los Angeles 46 
Riviera Productions 

26328 S. Western Av., Lomita, Cal. 
RKO Teleradio Pictures Inc. 

1440 Broadway, New York 36 
Abe Saperstein TV Enterprises 

127 N. Dearborn St., Chicago 2 
Saturn Films Inc. 

9110 Sunset Blvd., Hollywood 46 
Bernard L. Schubert Inc. 

509 Madison Av., New York 22 
Walter Schwimmer Co. 

75 E. Wacker Dr., Chicago | 
Screencraft Pictures Inc. 

15 W. 44th St., New York 36 
Screen Gems Inc. 

711 5th Av., New York 19 
Simmel-Meservey TV Productions 
9113 W. Pico Bivd., Los Angeles 35 
Warren R. Smith Inc. 

117 4th Av., Pittsburgh 22 
Sportlite Inc. 

20 N. Wacker Dr., Chicago 6 
Sports TV Inc. 

8758 Hollaway Dr., W. Hollywood 
Standard Television 

321 S. Beverly Dr., Beverly Hills 
Sterling Television Co. Inc. 

205 E. 43rd St., New York 17 
Jack Strausberg Productions 

225 N. Michigan Av., Chicago | 
Syndicated Films 

1022 Forbes St., Pittsburgh 19 
Telescene Film Productions Co. 
287 10th Av., New York | 
Television Programs of America Inc. 
488 Madison Av., New York 22 
Television Screen Productions Inc. 
17 E. 45th St., New York 17 

Tel Ra Productions 

1518 Walnut St., Philadeipt 
Theatrical Enterprises Inc. 

65 E. 55th St., New York 24 
Thompson-Koch Co. Inc. 

1450 Broadway, New York 18 
Trans-Lux Television Corp. 

625 Madison Av., New York 
Richard H. Ullman Inc. 

295 Delaware Av., Buffalo 2 
United Press Associations 

220 E. 42nd St., New York 17 
United Producers Distributors 
633 N. Almont Dr., W. H 


United World Films Inc. 
445 Park Av., New York 22 
Louis Weiss & Co. 

655 N. Fairfax Av., Los Ange 


Winik Films Corp. 
250 W. 57th St., New York 19 
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World TV Programs Corp. 
905 5th Av., New York 17 


Ziv Television Programs Inc. 
488 Madison Av., New York 22 
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Everybody Likes Elvis? 


Does regional preference play a part in the selection of a syndicated 
series? Most of the buyers queried do consider this factor. But one, 
William Doughten of Dancer-Fitzgerald-Sample, has some reservations on 
the subject. “Research hasn’t determined whether regional likes can be 
sharply defined,” he said. “‘We need more research before we can be sure 
that what goes well on the west coast doesn’t go on the east coast.” 


gether on the show; they are work- 
ing together to promote it.” 

Erwin, Wasey is currently putting 
together a couple of similar deals 
for other clients. Eventually this 
kind of buy may become standard 
practice in the industry. 

Are there seasonal hazards in vid- 
pix buying? Does an agency hesi- 
tate to select a good show in Feb- 
ruary for a fall start for fear it may 
find an excellent program in May? 

Mr. Redd reports that the buying, 
which used to be concentrated in 
three or four months in the spring 
and summer, is now becoming an 
around-the-calendar activity. He 
notes the same trend in film prod- 
uct. The answer to the second ques- 
tion is “no.” The agency buys the 
best show it can find to fit the 
client's needs and budget at the 
time the order comes in. 

What about price? Is the quoted 
figure strictly a starting point for 
negotiations? Or are prices becom- 
ing stabilized? 


3-D Precision Letters 
Offer Variety of Uses 


A line of precision-cut, three-di- 
mensional wood letters in a variety 
of sizes and type faces are described 
and illustrated in “The Designer’s 
Handbook,” from Josarah Enter- 
prise, Chicago. 

According to the manufacturer, 
the “Josarent Little Letters” offer 
filmstrip designers and other photo- 
graphic users a new freedom of 
arrangement and a new means of 
obtaining striking shots. 

The letters range from %” high 
(36 points) to 4” high, and 
are 44” thick. While they are ex- 
tremely flexible arrangement-wise 
— they can be laid out along curves, 
etc. — they are a _ typographer’s 
dream come true in their exact 
typeface reproduction, since they 
are cut electronically rather than 
sawed. 

In addition to their applications 
for tv balops, etc., the company 
suggests that the letters are highly 
desirable for any type of sign or 
display requiring fine 3-D lettering. 

The designer’s handbook shows 
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Mr. Redd notes that bargaining 
is still a factor, though there is more 
“exact selling” than was previously 
the case, particularly among the 
more reliable syndicators. 


> Does the buyer have many wor- 
ries about the question of good 
taste? 

In the case of completed series 
the agency can consider this ele- 
ment at the outset by screening 
enough shows to make sure the 
producer is off in the right direction. 
If the shows are network re-runs, 
the task is made easier by the fact 
that someone has already scruti- 
nized the films and passed them for 
telecasting. If the film is a part of 
a new series, the producer undoubt- 
edly has a pretty good record on 
this score or his property would not 
have been bought. 

However, in every case Erwin, 
Wasey specifically reserves for it- 
self the “reasonable right of ap- 
proval on matters of good taste.” 4 4 


a “to scale” chart of every size and 
style of letter available in stock, and 
lists the space requirements of each 
type. Price listings range from one 
letter to complete fonts, and im- 

mediate delivery is promised. 
In addition to the catalog, the 

company offers letter samples. 
- + + for your copy circle 924, page 113 


High-Speed TV Relay 
Predicted by Expert 


The strong possibility of a new 
electronic photography system, that 
would enable on-the-spot color tv 
news coverage to be relayed thou- 
sands of miles in approximately five 
seconds, has been predicted by Dr. 
Irving Wolff, research v.p., Radio 
Corp. of America. 

Pointing out that techniques now 
exist for performing all steps in the 
photographic process by instantane- 
ous electronic means from exposure 
to final print, Dr. Wolff listed the 
major elements already existing for 
the high-speed system as follows: 


© A compact, light-weight tv cam- 
era with a 44” Vidicon pickup tube 
and transistorized circuits. 


e A magnetic tape system for color 
tv which enables the recording of 
color or black-and-white signals 
for immediate playback. 


® The RCA “Electrofax” process of 
high-speed, direct printing by elec- 
tronic means, and the development 
of a high-speed system for print- 
ing directly onto “Electrofax” paper 
from a_ specially-designed tv-type 
tube. 


“These comprise all of the ele- 
ments of a photographic system,” 
said Dr. Wolff. “However, a system 
employing these electronic steps 
would be totally novel in its over- 
all ability to handle motion and 
color, and to transmit visual infor- 
mation instantly to remote points 
for high-speed recording.” 

Looking into the more distant fu- 
ture, Dr. Wolff also predicted the 
ultimate development of extremely 
compact systems for transmitting 
and storing pictures. 44 


Article Describes Films 
Designed for Farmers 


An article describing how one 
company devised a successful tv 
film series for an agriculture audi- 
ence is available from Farrell and 
Gage Films Inc., New York, pro- 
ducers of the film series for Her- 
cules Powder Co. 

Featuring entomologist and car- 
toonist Professor Glen Lehker of 
Purdue University, the series of 13 
four-and-five-minute “chalk talks” 
consists primarily of insect control 
education sprinkled discreetly with 
brief mentions of the company’s 
“Toxaphene” insecticide. 

The article, by Edwin H. Ginn, 
the Hercules agricultural advertis- 
ing manager, describes how the film 
series came into being and stresses 
the point that in this type of film 
product mentions must be kept dis- 
creet and must come logically as a 
result of the natural action of the 


film. 
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Man Against Insects . . . Professor Glen 
Lehker conducts one of 13 “chalk talks” 
in tv film series tailored for the farmers 
by Hercules Powder Company. 
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reveal the jobs they expect your package to do. 


By Ted Sanchagrin 
AR Eastern Editor 


As Montgomery Ward’s retail 
sales promotion manager, Arthur 
Truitt, has pointed out, “Packaging 
is an all-encompassing function 
covering every phase of department 
store operations.” 

In many department stores it 
takes too many hands to ring up 
sales, take care of customers on 
an individual basis, deliver carry- 
size goods to homes, tidy up clut- 
tered counters and struggle with 
inventories. 

To regain a share of the market 
it has lost to supermarket and 
drugstore chains, department stores 
are becoming more interested in 
packaging. This new dimension in 
retail selling is reflected in a sur- 
vey of seven major department 
stores and three major buying of- 
fices. 

The survey, conducted by the Na- 
tional Retail Dry Goods Assn. and 
the Folding Paper Box Assn., says 
there’s nothing wrong with depart- 
ment stores that creative packaging 
can’t cure. But just any kind of 
package is not enough. 


SALES 4 


> Packaging can and should work 
in at least seven obvious ways to 
increase sales and lower costs in 
department stores. The right pack- 
age should: 


Encourage 
Self-selection 


Merchandise managers say half 
the sale is a package which catches 
a shopper’s attention. They want 
packages that have quick product 
and brand identification. 

In fact, department stores and 
buying offices feel packaging is the 
responsibility of the vendor—manu- 
facturer, wholesaler, importer. They 
welcome packaged merchandise. 


To clinch a sale without outside 


help, the package must have in- 
formation a clerk normally should 
provide but doesn’t, can’t or won't 
—description of contents, color, 
amount, merits, instructions for use. 


Make Packages 
Serve as Display 


Imaginative packaging is consid- 
ered a must for department stores. 


INVITE CUSTOMER 
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TIE-IN WITH NATIONAL 
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IMPROVE HOUSEKEEPING, 
STOCK-KEEPING AND 
WAREHOUSING 





Ways to Increase Sales 


Department executives, interviewed in a survey, 


Customers can’t always find what 
they want when merchandise is 
strewn helter skelter on the coun- 
ter. With packaged goods one cus- 
tomer can serve himself while the 
sales clerk is freed to devote time 
to another customer with special 
fitting problems. 

Baby pants, a problem when 
shown loose, are easy to stack and 
show when packaged creatively. 
The same holds true for awkwardly 
shaped products, such as lipstick 
containers. Creative display pack- 
aging uses counters more effective- 
ly. 


Glamorize 
Staples for Gifts 


Department stores are now selling 
food mixers not only for customer 
use but also as gifts. Towels and 
washcloths are household items that 
become gifts when glamorized with 
a three-packet sachet as a bonus. 

Gifts mean prestige. Forty per- 
cent of the retailers say they plan 
to redesign their store packages to 
build prestige for their store names. 
Such packages for well-known de- 
partment stores are becoming as 
familiar to shoppers in their par- 
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whatever you need... 
AVERY LABELING will 
save you time and money 


Avery pressure-sensitive Labeling 
offers you a new approach...an 
easier and better solution... wher- 
ever you need to code, identify, in- 
struct, warn, route or inspect. It’s the 
modern low-cost method of labeling 
to do the job quickly and efficiently. 
Avery Labels can be designed and 
produced in the exact size, shape and 
color you need... individually die- 
cut on sheets or rolls for manual or 
automatic labeling! 


1. NO MOISTENING—EASY TO APPLY 


One simple motion—a fingertip pressure 
—and Avery Labels are on in an instant— 
without moistening! No waste motions in 
handling or sorting loose labels—no messy 
gluing or wetting. 


2. STICKS TO ANY CLEAN, 
SMOOTH SURFACE 


Metal, plastic, glass, cellophane, metallic 
paper, pliofilm, polyethylene, ceramics, 
wood ... and many other surfaces. . . are 
being easily and quickly labeled every day 
with Avery pressure-sensitive Labels. 


3. NEAT, SMART APPEARANCE 


Will not pop, peel or curl even under 
extremes of temperature and humidity— 
even stay neat and attractive with rough 
handling. 


4. SPEEDS PRODUCTION 
In all industries . . . in hundreds of ways 


*-... Avery Labels are saving time, labor 


and money every day. Avery Labeling is 
geared to your own type of operation— 
either fast, production line speed or inter- 
mittent labeling. 


5. THEY’RE PRICED RIGHT 


In terms of economy and improvement, 
actual case histories prove that Avery 
Labeling is the most economical method 
you can use in your production operations. 


PRESSURE-SENSITIVE 
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Company 


AVERY ADHESIVE LABEL CORP., Div. 113 
117 Liberty St., New York 6 @ 608 S. Dearborn 
St., Chicago 5 @ 1616 S. California Ave., Monrovia 
Calif. @ In Canada, 48 Haas Road, Toronto 15, 
Ontario @ Offices in Other Principal Cities. 

| am interested in labeling __ 

() Please send samples and information 

(CD Have the Avery man call 


Name 


Address 


Write for FREE sample labels, 
case histories 


ticular areas as are the symbols of 
nationally advertised brands. 


Develop 
Multiple Sales 


One department store executive 
said, “Packaging squeezes out extra 
sales by offering multiples or re- 
lated items in an _ easy-to-carry 
unit.” In their drive for greater effi- 
ciency, department stores are shift- 
ing many services back to the man- 
ufacturer and forward to the cus- 
tomer. And they are designing their 
stores, especially new branches, for 
self-selection, where packaging is 
vital. 

A set of socks means more dollars 
for the same selling time and cost. 
Items related to a camera boost 
sales when packaged as a camera 
unit. 


Increase 
Carry-homes 


Eight of every ten customers 
want to take their purchases with 
them. But much packaging and 
non-packaging militates against it. 
This doesn’t apply, of course, to 
such hang-tag goods as furniture 
and major appliances. 

Take-withs in department stores, 
with the trend to suburban 
branches, have risen to an average 
of 87%, and stores which do not 
reach this figure have correspond- 
ingly higher operating costs. At- 
tractive, convenient size packages 
increase the take-with percentage. 

A bathing suit in a smart carton 
with a handle increases the inci- 
dence of take-with. So does a com- 
plicated collection of toys prepacked 
in a manageable box. 


Tie in with 
National Advertising 


According to one department 
store president identification at the 
point-of-sale is the most important 
link in the marketing of a product. 
Not all packages tie-in the item 
imagery created by advertising, nor 
do all recap the main points of the 
advertising. Packaging should recall 
the advertising. 


Improve 
Housekeeping 


Customers can’t always find what 
they want when merchandise is un- 
packaged. The right package allows 
more shelf and counter space, and 
no time is lost when a stock clerk 
picks the merchandise needed by 
the selling floor. 

















Shipper Plus Display . . . This corrugated 
box by Hinde & Dauch goes from the 
mail room to the sales counter in sec- 
onds, eliminates delay for pricing. 


Seven Ways to 
Increase Sales 


Through Packaging 





Packages in Ads 
see packages included 
helping to recall promotion values 


Retailers like to 
in advertising, 


Whether the merchandise is un- 
loaded or stacked by hand or by 
materials handling equipment, neat 
rectangular boxes cut receiving op- 
erations. It’s difficult to keep loose 
items on pallets and conveyor belts. 
And the tedious job of marking 
merchandise is speeded by good 
packaging, simple to stamp. 

Creative packaging not only sim- 
plifies wrapping but in many cases 
eliminates it entirely. It also re- 
duces mismating, markdowns and 
returns to a minimum. Stores esti- 
mate that up to 95° of markdowns 
are caused by soilage of unpack- 
aged goods. Clean, fresh merchan- 
dise accurately described on the 
carton is less likely to be returned. 
And if returned, the article will be 
kept unsullied by the package, to be 
sold again. 


bert 


chal 


Time-Saving Cartons . . . Proper design, 
as in these by Natl. Folding Box Co., 
speeds up inventory, marking, and se- 
lection. 





Glamorizes a Staple . . . Attractive box, 
by Container Corp., turns kitchen uten- 
sil into a gift item, increases sales. 





Pick Your Own Size Convenient 
carton for panties helps speed up sales 
and reduce spoilage. Package by Lassiter 
Corp. 


>’ The NRDGA-FPBA survey of de- 
partment store packaging was made 
by Ralf Shockey & Associates to 
find out what the top executives of 
typical department stores feel about 
packaging, what they want, why 
they want it, how they feel suppli- 
ers could use packaging more effec- 
tively. Among the 110 executives 
interviewed were presidents, v.p.’s, 
general managers, sales promotion, 
display and ad managers, divisional 
merchandise managers, buyers and 
store superintendents. 

Their thoughts about department 
store packaging have been em- 
bodied into a sound slide color film 
by William P. Gottlieb Co., Depart- 
ment Stores Speak Up for Pack- 
aging, introduced at the NRDGA’s 
46th annual convention this past 
January. 
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Boosts Volume . 
sells more jars in this carton by Atlanta 
Paper Co. 


. . Donovan Coffee Co. 





. . Travel stickers 


Encourages Carrying . 
give authentic atmosphere for Italian- 
styled men’s wear, make it unnecessary 
to wrap or tie boxes before giving to 
customer. Box by Stone Container Corp. 


Specifically, the department 
stores say they welcome packaged 
merchandise. A typical comment: 
“We have found pre-packaging of 
linens so successful, as an example, 
that we have almost arrived at the 
decision of not accepting linens 
from a vendor unless he packages 
them attractively.” 

As for materially reducing sell- 
ings costs, a majority feel that ven- 
dor packaging (particularly if ven- 
dors would pre-mark on packages) 
would be a major factor in: 

Warehousing, inventory count and 
control, delivery to selling floor, de- 
partmental housekeeping, depart- 
mental stockkeeping selling time, 
delivery to wrapping and packing, 
encouraging take-withs, and cutting 
soilage from mark-downs, mismat- 
ing, returns and stock shortages. 4 4 
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Ags sure as } 
THREE, STRIKES 
is ou: 






You'll find that our 
"flat-as-a-pancake" 
demonstrator can be 
a real help to you. 
It shows comparative 
printing qualities of 
our gummed papers in let- 
terpress and offset. Kit 
includes gumming selector 
and printing surface spec 
-ifier...ALL FREE and 
waiting for you. 


The Brown-Bridge Mills, Inc. 
Troy, Ohio 
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Produce Packaging Tips 
Discussed in Pamphlet 


A fact-filled pamphlet that gives 
suggestions for better packaging 
and merchandising of self-service 
produce at retail level has been 
released by the American Viscose 
Corp.’s Film Division, makers of 
Avisco cellophane. 

The brochure, entitled Profitable 
Produce Packaging at Store Level, 
covers four important areas: plan- 
ning the operation, preparing to 
package, the actual packaging op- 
eration, and the final merchandising 
for the point-of-sale. 

The checklist design of the pam- 
phlet provides the reader with a 
clear-cut plan to successful pack- 
aging in this area, and in addition, 
helps in the selection of the proper 
equipment and supplies necessary 
for the operation. 

The back center panel of the 
pamphlet contain a summary of the 
most important rules to follow in 
the proper packaging of self-service 
produce. 
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New Cigaret Box Design 
Stars Vanishing Panel 


Not to be outdone by the “flip- 
tops,” “pop-ups,” etc., Philip Morris 
is proudly presenting its new hard- 
box cigaret package under the name 
of “Slide-Top.” 

Designed by Bernard J. Tamarin, 
president of Pull-Packaging Inc., 
Philadelphia, the Slide-Top case is 
a crush-proof container with a dis- 
appearing slide panel in the top for 
dispenser-type cigaret delivery. 

According to reports, the new 
package provides 75% greater pro- 
tection against moisture loss than 
hinged-lid hard boxes because only 
five cigarettes are exposed at a time. 

In addition, the new package does 
not require new packaging ma- 
chinery installation since it can be 
produced on the same packaging 
equipment now used to produce the 
traditional soft-pouch package and 
at the same speed. 44 


Catalog Lists Features 
Of Identity Tag Press 


A compact machine that was de- 
signed for the stamping of individ- 
ual letters and numbers on all types 
of identification plates and tags is 
described in a catalog from the 
Clearview Co., New York. 

Called the “Clearview Nameplate 
the unit is capable of stamp- 


ing special code numbers and other 
information on permanent identifi- 
cation plates which are to go on 
property or equipment. 

Other purposes for the special 
stamping include the marking of 
keys, tool room or bathhouse tags, 
nameplate badges for personnel, 
storage bin tags, inventory tags, and 
a score of other applications. 

In addition to describing the 
stamping machine, the catalog in- 
cludes a list of suggested uses. 
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Leaflet on Contact Labels 
Offered by Archer 


An illustrated bulletin on pres- 
sure-sensitive labels and dispensers 
has been released by the Archer 
Label Co., Los Angeles, for the 
benefit of admen who need some 
specific data on the subject. 

Called “How to Save Time and 
Money,” the leaflet discusses the 
proper sizes in single or multiple 
width rolls, method of printing, 
available paper stocks and ad- 
hesives, and savings on application 
costs through the use of manual or 
automatic label dispensers. 


. for your copy circle 928, page 113 


Beech-Nut Sells Mothers 
With Gair Gift Packages 


To win the mamas and influence 
the babies, Beech-Nut Packing Co., 
Canajoharie, N. Y., has introduced 
its baby food line in a handsome gift 
carton produced by Robert Gair Inc., 
New York. 

The carton is of silver Gair-Reyn- 
olds Foiline and shows a baby framed 
in a swirling red gift ribbon reaching 
for a huge tag which reads: “for 
baby.” 

Each gift carton contains a variety 
pack of 12 jars of baby food, two 
boxes of cereal, a cap lifter, a baby- 
food shopping list, and a 34-page 
booklet on “Happy Mealtimes for 
Your Baby.” 44 





A Gift for Baby . . 
food line to new mothers, Beech-Nut pre- 
sents new “‘heirs’’ with a variety pack ina 
Gair-designed gift carton. 


. To introduce its baby 








Personalize 


Your 


Premiums 


Premiums hold no magic unless 
they are part of a promotion 
package which appeals to the 
trade, the consumer and the 
salesman. 


By Kenneth F. Curry 
Premium buyer, Erwin, Wasey & Co. 
Los Angeles 


Premiums are a major industry 
in this country because they 
achieve sales goals that cannot 
otherwise be had. You have heard 
it said that premiums may be all 
right for the other guy but they 
will not work in my business. You 
have also heard some say that their 
premium results have been so poor 
that they could see no reason to 
continue with further offers. The 
fault in such cases may be one of 
careless premium selection, inferior 
promotion or simply a failure to 
assign any specific sales direction 
to the program. 

Historically, premiums are an old 
business based upon constant adop- 
tion of new rules and appeals to 
put them across. Much like show 
business, screen writing, or song 
writing, constant change is neces- 
sary to make premiums succeed. 
Our forefathers used glass beads 
This article is adapted from a speech 
given by Mr. Curry before the Premium 
Club of Northern California, San Fran- 
cisco. 





pen 


ideal for gifts! 
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Personalized Premium . . . The author demonstrates a pre- 
mium offered by one of his clients. Each of the four pieces 
bears the name of the recipient to personalize it. 


to close the deal for Manhattan 
Island, and their approach was suc- 
cessful. We still can use glass 
beads but our approach must be 
geared to today’s marketing prob- 
lems. We are now going to review 
some of the premium methods that 
are achieving important sales re- 
sults today. 


> Erwin, Wasey believes in the need 
for furnishing complete merchan- 
dising, sales promotion and market- 
ing services to its clients. We have 
established a department staffed 
with sales-experienced men who, 
as part of their merchandising ac- 
tivities, are responsible for integrat- 
ing premium promotions into the 
over-all marketing objectives of 
each product. 

To further insure direction in our 


premium promotions, our clients, 


account executives, and creative 
groups have premium operating 


manuals which clarify the basics 
in this business. Our creative staff 
of copywriters and artists are in- 
cluded in the early planning of each 
promotion which adds_ additional 
weight and impact to each plan. We 
do not call a premium a cure-all 
and we certainly do not consider 
the premium an end unto itself. We 


do feel, as a team group, we can 
consistently develop better tech- 
niques for each premium program. 


> Here are a few of the ways in 
which we have used premiums: 


® One of our clients produces Car- 
nation Corn Flakes. Into its pack- 
ages have gone airplane trading 
cards, cartoon drawing lessons, 
Flight Club membership cards and 
pilot licenses, metal miniature guns. 
On the package has been a vari- 
ety of mail-in offers. 


e Another product, Carnation In- 
stant Chocolate, has offered magic 
playlights, iron-on name _ patches, 
scale model HO streamliners. 


e In the grocery stores, today, you 
will see White King clothes pole 
displays (See AR, December, 1956). 


e Last spring there were Chicken 
of the Sea and White Star Tuna 
beach umbrella displays in stores 
throughout the country. 


e In many parts of the nation, a 
battery-operated malt mixer was 
first displayed and promoted by 
Carnation Malted Milk. 


> Let’s take a closer look at a cur- 
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rent premium, in active use in 
many markets. This personalized 
desk pen and ash tray premium is 
on the shelf, in its special display, 
for only one reason . . . it moves 
products out of the warehouse and 
into the consumer’s home. This 
premium, or any other premium, 
does not make the advertised prod- 
uct one bit better... . but it 
achieves a sales goal. 

In simple terms, sales manage- 
ment must move the product on to 
the grocer’s shelf and advertising 
management must get the consumer 
to take the product off of the shelf. 
The grocery trade, and the con- 
sumers, must both be reached in 
some manner to stimulate action. 


> So far, there is nothing special 
about a set of three little ash trays 
and a pen set except for the fact 
that my set has my name on each 
piece. But this alone doesn’t turn 
this into a magic premium sales 
tool. It is nothing of the sort and 
it is a miserable shame that the 
“quick and easy magic sales tool” 
concept was ever applied to premi- 
um merchandise! The sales goals 
achieved with this premium are 
the result of planning, presentation, 
and use developed through weeks 
of testing and re-designing the pro- 
motion package. 


> The promotion display is a simple 
in-store unit ... with the merchan- 
dise attached . . . and the grocer’s 
name on the merchandise. On our 
client's tv commercials Jack Bailey 
has his own set with his own name 
on it, and the contestants for the 
Queen for a Day receive sets with 
their own names on them. With this 
promotion package the merchandise 
is prepared to do its magic: 


1. The salesman receives a set with 
his own name on it. He is told in 
the sales meeting that this is not 
just another premium but the sales 
tool with which he can get more 
displays and move more goods. 


2. The grocer is approached; but 
not with a portfolio, or a consumer 
research study on the demand for 
ash trays and pen sets — or with 
a case history on the number of 
displays and sales achieved in our 
client’s pre-test in both an Eastern 
and Western marketing area — but 
with a display with the grocer’s 
own name on it. Sure, he wants 
one. It has his own name on it. 


3. The display is attention getting. 
It has been designed in good taste. 
It is in keeping with the premium. 
It appeals to the consumer’s per- 
sonal ego as well as fitting right 
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Space-winning Display . 
grocer the display premium helps to 
win space in crowded supermarkets. 


. « Giving the 


into the seasonal demand for gift- 
ware merchandise. 


> We could have cut corners on this 
promotion. We could have cheap- 
ened the quality of the set. We 
could have cut the offer down to 
“initials only.” We could have of- 
fered the pen alone, or the ash trays 
alone. We could have prepared a 
display card with illustrations. We 
could have only displayed one unit, 
rather than all four. We could have 
promised the grocer a set with his 
name on it after he had displayed 
some other unit. We could have 
eliminated the mechanical night- 
mare of getting the names six to 
eight weeks ahead of the sales pres- 
entation and properly distribute 
the completely assembled display 
units to each area to each salesman 
in time for his call on the grocer. 

All of these things could have 
occurred and I ask you where the 
magic of this promotion would be 
if they had? In today’s market, 
where every potential premium re- 
spondent has more offers available 
than she has money with which to 
buy them, this premium would be 
passed by. 


> We first saw the Friskies Flyer 
in a crude but serviceable wooden 
model form. It excited tremendous 
interest right at the start. It wasn’t 
a Friskies Flyer then, of course. 
It was a toy and model manufac- 
turer’s dream of a land-borne ve- 
hicle propelled by an airplane en- 
gine mounted behind the cockpit. 
The item was felt to have juvenile 
appeal plus father appeal plus gro- 
cer appeal. 

As a pretest, a display unit was 
prepared and one of the Friskies 


salesmen went out and got commit- 
ments for displays for a future date. 
Then the Flier was kept under 
wraps for the day that all of the 
divisional sales managers would 
be in Los Angeles. The manufac- 
turer of the racer was brought in 
to demonstrate it. 

At a precise moment in the midst 
of a speech on the promotion plans 
for Friskies, the model manufac- 
turer roared into the assembly hall 
with that miniature gasoline en- 
gine buzzing like a real dive bomb- 
er. The excitement and enthusiasm 
generated in this meeting was car- 
ried back to every salesman in the 
country ... and they in turn car- 
ried the enthusiasm to the grocery 
trade. This promotion did a sales 
job that would have been difficult 
to achieve in any more satisfactory 
manner because it was packaged 
and presented and sold as a pro- 
motion . .. not just as a new toy 


for kids. 


> Let me conclude by saying that 
you buyers and sellers have items 
in your own possession that are 
equal to or perhaps superior to 
these premiums. I don’t want you 
to all come down to Erwin, Wasey 
and show me your items, or ask me 
how they can be used. I want you 
to take the item and look at it, and 
realize that there is nothing magic 
about it until it has been put in a 
promotion package and_ properly 
worked out—to appeal to the trade 
—to the consumer—to the salesman 
and to the premium buyer as well. 

44 


Folder Describes Vests 
For Sales Promotions 


Looking for a way to boost exhib- 
it attention, attract promotion at- 
tendance or spark-up_ salesmen’s 
contests? A folder from Sparky of 
Chicago describes a variety of vests 
available as real sales-booster pre- 
miums. 

Almost wildly colorful, these 
“Ad-Vests” are sure-fire attention 
attracters for any type of promo- 
tion. They can be ordered in a va- 
riety of patterns ranging from the 
“gay nineties’ theme to the “sales- 
manager’s dream,” or in a special 
design showing your own product, 
logo reproduction, etc. 

Material of the vests ranges from 
duck to taffeta to satin, and special 
buttons on most of the patterns are 
available if desired. 

The folder is well-illustrated, and 
lists Ad-Vest prices from $1.50 to 
$2.50 for quantity orders of 1,000 or 
more. 


+ .. for your copy circle 903, page 113 





Premiums, Prizes & Specialties © 63 


MODERN LETTERPRESS WAS NW ADVANTAGES 


Competitive research has created a modern letterpress founded on new concepts 
and supported by equipment and materials that prove them on paper— new 
advantages that give you, the printing buyer, even higher fidelity—more 
flexibility and greater dollar value. If you demand crisp black and white 
reproductions and illustrations alive with color that are cleaner, truer, and sharp, 
call in your photoengraver and letterpress printer and check the NEW 


advantages of modern letterpress. 


To reserve your free copy of “The Advantages of Modern Letterpress” write to 


Rolled Plate Metal Company, 196 Van Brunt Street, Brooklyn 31, New York. 
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Rolled Plate Metal Company 
Atlantic Zinc Works, Inc. 








They Like 'em... 


Survey Shows Premiums 
More Popular Than Ever 


Premium activity reached a new 
peak in 1956, according to an ex- 
tensive survey conducted for the 
Premium Advertising Assn. _ of 
America by Prof. Arnold Corbin, 
NYU Graduate School of Business 
Administration. The report was re- 
leased at the Chicago Premium 
Buyers Conference. 

The detailed market study was 
based on questionnaires sent to 
15,000 premium users, suppliers and 
advertising agencies, with separate 
forms to be used for the three 
categories. 


’ Among the highlights are the fol- 
lowing: 


® More than 90°% of premium users 
spent the same or more in 1956 than 
in 1955. 


e Almost one out of seven users 
has a premium budget greater than 
$100,000. 


® Most users, especially retailers, 
do not use advertising agencies in 
connection with premium plans. 
However, larger users make greater 
relative use of agencies. 


@ Chief source of contact with the 
premium market is personal inter- 
views with salesmen, followed 
closely by advertising in the busi- 
ness press. 


® Most suppliers of premiums rely 
on it for 10% or less of their total 
volume, with only one out of five 
receiving more than 50% from this 
kind of business. 


@ Generally, suppliers do not serv- 
ice their deals, although just under 
40°% will ship in unit packages for 
customers who wish it done. 


© 70% of all agencies will work up 
a premium offer, with the client 
assuming responsibility for pur- 
chasing and handling. 


e Among agencies as a whole, the 
account executive is the key figure 
in handling premium offers for the 
client. 


e Agencies are about equally di- 
vided on whether or not to charge a 
separate fee for premium offer 
services. 


’ Copies of the 32-page report are 
available, at $1 per copy, from the 
Premium Advertising Assn. _ of 
America, Suite 1009, 608 Fifth Ave- 
nue, New York 20. a4 
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Finding our local supermarket 
free of its normal quota of crying 
babies, frantic mamas and _ shin- 
breaking carts, one morning last 
week I abandoned my intent to slip 
in and out for a loaf of bread in 
favor of a leisurely aisle-by-aisle 
inspection of the currently available 
premiums. 

Rounding the first aisle, I bumped 
into my friend, the manager. He 
seemed busily intent on inserting 
a pad of leaflets in a holder below 
a mass display of Ovaltine. 

“Premiums for the kids,” he ex- 
plained. “Secret club membership 
stuff. They get badges, emblems, 
codes to send secret messages .. . 
all that kind of thing.” 

“Do you find your sales go up 
with premium deals?” I asked. 

“If the kids are getting something, 
they sure do. Those kids are real 
good salesmen when it comes to 
selling the mothers, and the moth- 
ers seem to like it, too. I notice it 
especially in the cereal premiums 
.. . the toy in the box business... 
if the kids really like the toy, I have 
trouble keeping enough of that 
brand in the store. Another good 
one is that Heinz deal across the 
aisle. The kids can get scouting or 
camping equipment with Heinz 
labels. Heinz sends them a catalog 
of the items, and with their ‘wish’ 
book in the house, those kids see 
that Mom uses Heinz.” 

“In your opinion,” I asked, “what 
is the least successful premium?” 

“Well, it’s just one grocer’s opin- 
ion, but I think it’s the kind where 
the customer has to send a label 
and money — if the amount is more 
than 50c or 75c at tops. I could be 
wrong, but I don’t notice the prod- 
uct moving any faster with that 
kind of deal.” 

“How about the premium fas- 
tened to the outside of the box”? 

“Oh, those have been fine in the 
past, but I don’t have any in the 
store right now. Plenty of other 
kinds, though . . . especially those 
cereal ones . . . take a look around.” 


>» Moving into the soap section, I 
could find few evidences of any- 
thing but what seemed to be a ma- 
jor price war going on among the 
soap companies. Side by side the 
various brands sat on the shelves, 
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each bearing a blatant banner ad- 
vertising from 10 to 15c off. 

The one partial exception to this 
was Colgate-Palmolive’s Fab. Evi- 
dently wanting to play it safe, the 
company had done it both ways. 
One stack of Fab boxes offered 15c 
off on the regular price, while an- 
other showed a picture of a flaxen- 
haired doll. Large type proclaimed 
this little lady walked, talked, etc., 
and was a $2.98 value that could 
be had for only $1 and two large 
or one giant box top. 

Walking past a jumble display of 
Sweetheart Soap in a floor bin sent 
out by Bordens, I found evidence 
that Lipton Co. was certainly not 
in accord with the grocer’s opinion 
of some premiums. Attention-catch- 
ing four-color leaflets under Lipton 
tea and Lipton Soap displays offered 
the following: 


e A “secret-process” (from China) 
tea pot and cozy for $2.50 and a 
Lipton tea box-top. 





e A four-piece matched knife set 
of stainless steel with burn-proof, 
simulated Brazilian horn handles 
for “only $1” and the front from 
any envelope of Lipton soup mix. 


Nestle’s “Decaf,” just down the 
aisle, was competing with these of- 
fers by its own offer of famous- 
painting prints. The only require- 
ment here, however, was an inner- 
seal from any size jar of Decaf. 


>» It was on rounding the corner into 
the cereal section that I discovered 
why my grocer friend had been so 
cereal premium conscious. A verita- 
ble premium heaven, the cereal sec- 
tion was “opportunity unlimited” in 
small fry opportunities for fun and 
excitement. 


@ General Foods Corporation of- 
fered “magic slates” in its cello- 
phane-wrapped “Post-Tens”; “mag- 











An Actual Prize Home. Your prize 


winners open the new 1958 Prize 
Book and see a Dream Home—a 
home that channels their dreams into 
greater sales effort! 






Built-In Sales Training Hints. Tells 
your prize winners what they can 
win... a 
pages of sales training material in 
simple, interesting form. 

s Do-It-Yourself Tool and Hobby 
Section. Inspires your men to want 
to win the tools that move them closer 


to their dream home! 
a Maximum Flexibility. You can 


tailor the new Prize Book to your 
specific motivation objectives what- 
ever they may be... training, safety, 


. and how to win.. 












Prizes. 1500 nationally-known lux- 
ury prizes in full color to excite your 
men—and their families—to link 
their effort to your sales aims! 


absenteeism, etc. as well as sasei 
H The Ultimate in Most-Wanted 





Here is the ultimate in manpower motivation READY TO HELP YOU BUILD 
YOUR SALES ... It's Belnap & Thompson's big new 1958 Deluxe Prize Book... 
It crystallizes every man’s desire for a Dream Home, actually brings the 

Dream Home to life, and makes your distributors, dealers and salesmen want 

to trade extra effort for merchandise prizes. 


The Prize Book invites your men to start building their home of tomorrow, today, 
step by step, one prize at a time. It helps them visualize their Dream Home, 
invites the entire family to plan ahead and make a hobby of better living... 
And, as your men build their Dream Homes, you build your sales... 


See for yourself how an incentive program built around this colorful, exciting 
new ‘Dream Home” Prize Book will help make your sales dreams come true. 
Send today for your free Executive Copy—proudest product of more than 30 years 
experience in motivating manpower through merchandise prizes! 











1 
Belaap & Thompton, Suey. 
Dept. 67,106 South Wabash Avenue °* Chicago 3G, lilinois 


Gentlemen: 
Please send me my free Executive Copy of the new 1958 B&T Prize Book 


Name 





Company 





Address___ 


City 






Zone aa 


May 
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eel Lara el ie, 
TO YOUR SALES PROMOTION 


Pee ata 


Pane 


, 
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conventions! for Executives, Salesmen, 


er Tit Ta) Valued os business gifts! 


Pee Te 13) 


Let iis 


“Adver TIES’ WILL BE SPECIALLY MADE to faith- 
fully reproduce your Trade Mark, Slogan, or your 


Product . Many progressive-minded concerns, 


National and International, are regular users of 
“Adver TIES”. 










This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch . HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program, convention, new 
product, or any special event . 


Write TODAY for details. Furnish 
ad samples and give estimated 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. AR 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


TRADE MARK 


SELLING 
POWER! 


IT’S FLAT 


®@ Pencils, 

caps and 

printing inks 

in many at- 

tractive color 
combinations. 


@ Stag Slencil .. . 
revolutionary 
mechanical pen- 
cil with extra- @ Choice of 
large area Pocket or Pad 
for your Clip. 
message. 5 
® Advertising mes- 
sage printed in one 
or two colors . . . or 
embossed in 24K gold 
. keeps your name 
permanently in the spot- 
light. 


Actual 
Size 


@ An official request on busi- 
ness letterhead will bring sample 
promptly. No Jobbers Please 


Slencil 


260 Main St., 
Orange, Mass., U.S.A. 
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ic slate tic-tac-toe” games inside its 
Post Toasties Corn Flakes; a 1957 
“Scale-Model Ford” with five dif- 
ferent models available (but no 
guarantee that any one box had any 
one model) for a package of Grape- 
Nuts Flakes; and a “Kannon Ball” 
freight train diesel engine for 75c 
and one box top of Post’s Bran or 
Grape Nuts. The freight cars could 
be ordered individually for 50c each 
and the same box top arrangement. 


e The same company remembered 
Mom with offers for “free station- 
ery’ or “free cookie books” for 
three box tops of 40% Bran Flakes 
or Grape Nuts Flakes. 


® General Mills, not to be outdone, 
offered “Lone Ranger Hike-O-Me- 
ters” for 50c and the cut-out words, 
“Breakfast of Champions” from a 
package of Wheaties; and a “Secret 
Clue” to the Lone Ranger Mystery, 
or a Mickey Mouse Circus for pur- 
chasing Cheerios. 


® Kellogg offered a “Mystery Prize” 
inside each box of Raisin Bran; a 
giant 14” “Flying Wing” for only 
25c and an order-coupon from a 
package of Rice Krispies; a “Punch- 
O-Bag” balloon in its 10-pack varie- 
ty assortment; and a genuine replica 
of Daniel Boone’s Kentucky Flint- 
lock or a Chris-craft model for 
loyalty to Sugar Smacks. 





e This company also remembered 
Mom with an offer of a four-piece 
Copper “Sugar ’n Creamer Set,” 
advertised as a $3.95 value for $1 
and two Shredded Wheat box tops. 


@ National Biscuit Company com- 
peted with a colorful, cowboy-cos- 
tumed “Buffalo Bee” that buzzed 
and could be cut out from the back 
panel of Rice Honeys, while Quaker 
Oats stuck to the tried and true 
with its offer of a Quaker Blue 
Star Premium Catalog on its pack- 
age of puffed rice. 


> Almost ready to leave the store, I 
stopped at one of the check-out 
counters to find an Eversharp- 
Schick counter display offering two 
24-blade packs of its Eversharp 
blades for the purchase of the razor 
at regular price. 

“Now there’s a premium for a 
man,” I commented to a nearby 
salesman who was putting up a dis- 


play near the counter. 

The salesmen took a look at the 
offer, turned and glared at me. 
“What do you mean, premium?” he 
growled. “That’s not a premium!” 

“Why not?” I asked. “As a mat- 
ter of fact, I think it’s a good, use- 
ful premium.” 

“That’s just it,’ said the sales- 
men, “it’s useful, so it can’t be a 
premium. Everybody knows a pre- 
mium’s a gimmick!” 44 


Easy Solution To 
Coffee Check Grab 


Coffee-Break Roulette is a give- 
away of Sargent & Greenleaf, mak- 
ers of combination safe locks, to 
customers and prospects at trade 
shows, conventions and by direct 
mail. 

It’s a 334” wheel of gray plastic. 
The gold knob has white lettering, 
an imprint simply giving the name 
of S & G—and the company trade- 
mark. A sticker attached to the 
bottom of the giveaway has playing 
instructions and a selling message. 

The visitor selects a number, each 
person twirls the dial, and the per- 
son coming closest to the selected 
number wins “the chance to buy the 
coffee.” Selling copy points out this 
is the S&G Spy-Proof Dial, “only 
you can observe the numbers as 
you dial the combination.” 

Sargent & Greenleaf makes the 
items in its own shop for 40c. The 
price includes mailing costs. 

Results? S&G has found the item 
so popular with jobbers that they 
buy them in quantities, imprint 
them and give them away. 44 


Cornwall Adds ‘Fyrtrap’ 
To Its Premium Line 


To stop needless fires, and start 
needed sales, Cornwall Corp. sug- 
gests its newest premium item, the 
“Fyrtrap.” 

Looking very much like an over- 
sized matchbook, the ingenious item 
contains—when opened—not match- 
es but an asbestos pocket that snuffs 
the flame from a lighted cigarette 
in less time than it takes to tell 
about it. 

The Fyrtrap is available in white, 
black, red, green, or light blue, and 
the advertising imprint is printed on 
the outside cover in contrasting 
color. Over-all size of the item is 
2x3x1g” and imprint space is 2x134” 

Prices range from 15c to 5c with 
an additional charge of 1%c each 
for individual mailing envelopes. 

In addition to the Fyrtrap item, 
the folder from Cornwall lists a 
wide variety of other premiums. 
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Choose from 27 delicious 
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Linen Calendar . . . This calendar, silk 
screened in six colors, was sent to pack- 
age stores and taverns. Measuring 
17x28’", and printed on linen, it’s a 
composite illustration of fruits from 
which 27 DuBouchett cordials are made. 


DuBouchett Gives Bars 
A ‘Cordial Reminder’ 


DuBouchett Cordials has come up 
with something distinctive in calen- 
dar art as a giveaway to package 
stores and taverns in all states 
where legal, through distributors or 
Brandy Distiller’s sales reps. 

The calendar is silk screened on 
linen and measures 17x28”. It’s in 
six colors—green, red, blue, yel- 
low, purple and black—and can be 
hung. The top of the linen is folded 
and sewn, and holds a stick with 
a tassel string. 

The calendars were produced by 
Sanford Rose, Brandy Distillers’ ad 
manager, and Stevens Linen Associ- 
ates, Webster, Mass. 44 


Safety Ash Tray 
Added to Line 


A safety ash tray has been added 
to the line of ceramic trays availa- 
ble from World-Wide Art Studios, 
Covington, Tenn. Eight and a half 
inches in diameter, the tray has a 
scalloped rim, one inch in from the 
edge, which holds the cigarette, and 
eliminates any possibility of a burn- 
ing butt falling on the desk. 

The center area can be imprinted 
in any design, using one, two, or 
three colors. The price is about $2 
each, depending on the number of 
colors used in the decoration and 
the quantity ordered. 

Further details are available. 
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Ballast Your Business 
With Balliocon Premiums 


The market research department 
of the Pioneer Rubber Co., Willard, 
O., one of the leading balloon man- 
ufacturers, has recently estimated 
that nearly one billion advertising 
balloons carried the messages of re- 
tailers and manufacturers during 
the past year. 

The case for advertising balloons, 
then, is brief but impressive. The 
average imprinted balloon is read 
by about 50 potential customers, 
delivering 1,000 readers for less 
than $10. 

Your message has no competition. 
You alone occupy the balloon car- 
rying your message. You can pin- 
point your balloon promotion to 
area as easily as to time. You can 
inventory your advertising balloons 
and distribute then at a moment’s 
notice to combat competition. 


> The cost factor is important, too. 
A small quantity of 500 or 1,000 im- 
printed advertising balloons costs 
from $30 to $50 a thousand. Here is 
one advertising medium so inex- 
pensive that even the smallest store 
can utilize it effectively. Yet it’s 
versatile enough to be used to pro- 
mote the product of even the largest 
consumer products manufacturer. 

In the balloon industry a manu- 
facturer’s customer list is the life 
blood of his business. That’s one 
reason you find few success stories 
published in the business press un- 
less they’re released by the adver- 
tising balloon user. Here, minus the 
names of the users, are some cases 
where balloons have been utilized 
with great success: 


e A chain of food stores in Califor- 
nia uses balloons one week each 
month to help increase store traffic 
Monday through Friday—their slow 
days. It encourages mothers who 
take their youngsters with them 
when they shop to make the trip 
during the slow part of the week, 
and speeds up store traffic on the 
weekends. 


e Several cereal manufacturers 
have used imprinted balloons as in- 
serts in their packages with great 


This article is largely based on mate- 
rial submitted to AR by Betty Wolfe, in 
charge of sales, Toy Products Div., 
Pioneer Rubber Co., Willard, O. 


success. It’s an inexpensive premi- 
um that has great appeal to the 
youngsters who influence the par- 
ents’ cereal-buying decision. 


@ In another case, a nation-wide 
association of retailers makes bal- 
loons available to their individual 
retailers to promote a national sale 
week that they sponsor. They like 
balloons so well they have increased 
the quantity they use consistently 
over the years the program has run. 


e A gasoline company in the south- 
east, recognizing the fact that most 
cars which stop for gas include sev- 
eral youngsters, uses imprinted bal- 
loons as a giveaway whenever they 
open a new station. In this case bal- 
loons serve a double purpose in that 
a large quantity is inflated and 
used as part of the opening decora- 
tions. 


@ One manufacturer of industrial 
products developed one of the most 
unusual uses of balloons we’ve ever 
run into. The credit manager uses 
balloons imprinted with a clever 
message requesting payment of 
overdue accounts. It’s “offbeat,” but 
its guaranteed not to offend the 
overdue account. 


@® Another food store chain has 
been closing small service stores 
and opening new self-service units 
for the last five years. They dis- 
tribute balloons imprinted with the 
address of the new self-service 
store to the customers of the store 
they are about to close. 


e Knowing that very few men who 
attend conventions are admitted in- 
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© SELF LIQUIDATORS 
© PACKAGE INSERTS 
© TRAFFIC BUILDERS 


— THAT “TIE-IN”’ WITH 
ADVERTISING — TELEVISION AND RADIO PROGRAMS 


CONTACT US FOR SEASONED COUNSEL AT 
INCEPTION OF YOUR NEXT CAMPAIGN 


PERFECTION PREMIUMS, INC. | 


2306 NO. KNOX AVE. © CHICAGO 39, ILL. * HUmboldt 9-3524 | 
AR Reaches Out... 


to more advertising agencies than any other publication. If you sell advertising 
services, equipment or supplies to or through agencies 


AR is All Right... For You 
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Eagle balloons and balls 
are proven sales builders. 
Consult us on your promo- 
tion problem. We offer 
prompt service, fast de- 
livery, highest quality. 
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Write for 


EAGLE RUBBER CO., INC. full details. 
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to their homes without something 
for the kids when they return, sev- 
eral industrial manufacturers give 
out imprinted balloons with their 
message on one side and “Souvenir 
of” with the name of the city on the 
other side. The conventioneers 
carry the exhibitor’s message right 
into their homes and do it gladly. 


e In the late summer every year, 
there is a big rush for balloons 
given out by exhibitors at county 
fairs. Naturally, the midway balloon 
hawkers aren’t overjoyed at this, 
but the feed and implement manu- 
facturers who use this method of 
getting their messages around the 
fair are quite pleased. 


e A’ door-to-door operation in 
Pennsylvania and New York no- 
ticed the number of youngsters who 
answer when they ring the bell. To 
get around the parent-taught an- 
swer—“Mama _ isn’t home’’—they 
decided to utilize an imprinted bal- 
loon which, in a great percentage of 
cases, helps them get to the mother 
they want to talk with. 


@ One of the most successful cases 
of the use of advertising balloons 
was in a direct mail campaign to re- 
tailers where the manufacturer 
wanted to sell direct by mail order. 
By enclosing a balloon imprinted 
with his offer headline, he doubled 
the number of orders received on 
previous offers. 


e A Virginia appliance dealer en- 
closed a $50 merchandise certificate 
in each of 50 balloons, which he re- 
leased—with great fanfare—to her- 
ald a special promotion. It didn't 
cost him as much as it sounds, for 
only one was brought in for re- 
demption. The rest, the retailer re- 
ports with a grin, probably blew 
out to sea. 


® You probably noticed the “I Like 
Ike” balloons utilized in last year’s 
Republican convention. This was 
just the beginning of a terrific num- 
ber of balloons sold to the campaign 
committees of candidates all over 
the country. 


@ Several syndicated television 
shows for children offer imprinted 
balloons as part of the merchandis- 
ing program offered to the com- 
panies that sponsor their shows in 
each city. 


The files of the advertising bal- 
loon field are jammed with ideas 
and case histories covering the suc- 
cessful use of advertising balloons. 
However, these we have discussed 
state the case for advertising bal- 
loons and illustrate with actual 
stories some of the selling ideas cre- 
ated by today’s balloon users. 44 
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n-the-Spot 
raining 


How the Brown Shoe Co. reached 


With 45rpm records, and accordion-folded 


booklets, the training session can be set up in seconds where- 


ever there is a phonograph and an outlet. 


By Mildred Weiler 
AR St. Louis Correspondent 


A Pocket Sound Film, How the 
Nation’s Top Shoe Sellers Sell, is 
building better customer relations 
and selling more shoes for more 
than 2,000 Brown Shoe Co. retailers 
who are using the program. That 
number is still increasing each 
month, and to date, orders for the 
program have also been received 
from 20 foreign countries. 

The Pocket Sound Film is copy- 
righted by Brown Shoe Co. and 
was created exclusively for it by 
Richard C. Borden. The training 
course consists of eight 45rpm rec- 
ords, eight booklets or 
screens,” 


“personal 
and a quiz designed to 
make each training message stick. 


> When this original sales training 
program was introduced to Brown’s 
retailers in October, 1955, retailers 
leaped at the idea of using a train- 
ing program that incorporated au- 
dio-visual communication without 
the expense and fuss and feathers 
that normally accompany conven- 
tional slide or movie programs. 

With the pocket sound film the 
retailer doesn’t need a_ projector, 
projectionist, or screen. He doesn’t 
need a big, darkened room (and 
no chance for the salesman to 
snooze) nor a lot of time. 

All he needs is an inexpensive 


45rpm midget record player, and 
the Brown-Borden Pocket Sound 
Film, which he buys complete with 
the personal screen booklets and 
quiz for $9.95. 


> He can call a ten minute sales 
training meeting any morning after 
store hours by saying: “Everybody 
please gather round this counter. 
During the next ten minutes I'd 
like you to listen to a demonstra- 
tion of fitting techniques used by 
some of the nation’s top shoe sell- 
ers. The demonstration will be 
made by means of a Pocket Sound 
Film which Ill play for you now.” 

He then hands each salesman a 
copy of the picture booklet which 
goes along with each sound disk. 
The booklet becomes the salesman’s 
personal screen as he flips ahead 
to each sequence in an accordion 
folded booklet as the gong signal 
sounds on the record. 

This gives the salesman a black 
and white picture of the point dis- 
cussed on the sound disk as well 
as the text. He hears, he sees, and 
he participates. 


>’ The Pocket Sound Film is a copy- 
righted technique developed by 
Richard Borden, who is nationally 
known for his work in the field of 
sales training. 

At the end of the ten minute 
period the salesman puts the pock- 
et size accordion booklet in his 


into retail stores to raise 


the level of salesmanship. 


pocket. He may refer to it any time. 
He can take it home for study. Each 
of the eight records has its own 
descriptive booklet or “personal 
screen.” 


> The retailer can, of course, work 
out his own time schedule by using 
the program for ten-minute peri- 
ods each morning, or for an hour 
long clinic. He can also purchase 
additional sets and permit trainees 
to take the records home for study. 

No brand names are mentioned 
on the records so that the program 
is equally adaptable for large or 
small operators and also practically 
ageless. 


> Early in 1955, Robert G. Stolz, 
manager, advertising and _ sales 
promotion, for Brown Shoe Co., 
St. Louis, said he was looking for 
a sales training program that would 
have the warmth and sparkle of 
audio-visual sales training, but at 
the same time be both practical 
and effective for the shoe retailer. 
The company was determined not 
to embalm a sales training program 
in the cold type of a printed page. 

As a result, Mr. Stolz got in touch 
with Richard Borden, who had 
originated and used the idea of 
records and pictures in a_ sales 
training program for a silver com- 
pany. Mr. Borden was asked to re- 
search all the sales technique that 
had been written for the shoe in- 
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Quickie Meeting .. . 
run through the talk. The booklets with the text can be studied later individually. 


dustry and some others, as well as 
films. 

A committee of four, two key 
men in the retailing division of the 
Brown organization, Mr. Borden 
and Mr. Stolz worked together on 
an outline for the subjects and ma- 
terial to be covered. 

Within four months a script was 
written and approved, and the rec- 
ords made by RCA Victor with Mr. 
Borden as the narrator. Each rec- 
ord runs from eight to ten minutes 
and covers a single subject so that 
a sales meeting can be crowded in- 
to that short a period with the use 
of just one record if desired. 


> The eight different subjects which 
are designed for the selling of chil- 
dren’s, women’s and men’s shoes 
are: 


1. How to Fit a Foot. 

2. How to Be a Shoe Show-Man. 
3. How to Help Your Customer 
Choose. 

4. How to Hop the Hurdles of Shoe 
Selling. 

5. How to Up a Shoe Purchase by 
Creative Selling. 

6. How to Convert Single-Shot 
Customers into Repeaters. 

7. How to Prospect for New Cus- 
tomers. 

8. How to Rate the Roundness of 
your Shoe Selling Skill. 


Information on bone structure of 
the foot and treatises on leather are 
omitted from the text. Bob Stolz 
doesn’t believe this information is 
important in the selling of shoes. 


> About 125 to 150 photographs 
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It takes only ten minutes to set up for a single session and to 


were taken for use in the booklets 
which become the personal view- 
ing screens for each salesman. 
These were carefully supervised 
and selected by Mr. Stolz. 

Each retailer also receives an in- 
structor’s manual with a separate 
set of simple instructions for each 
record and a quiz based on the true 
or false technique. 


>» Longevity and adaptability of the 
program, which cost Brown Shoe 
Co. in the neighborhood of $25,000, 
is indicated by reports from the 
field. 

Every major department store 
group that has seen the program 
is enthusiastic. One of the very 
largest department store chains is 
so pleased with it that its training 
director has adapted the same pro- 
gram for training other store per- 
sonnel. 

Others, generally, like it because: 


@ It’s dished out in bite-size pieces 
instead of indigestible gobs. 


@ Instead of blasting off at a dozen 
targets, it draws a fine bead on 
one subject at a time. 


e It dramatizes. 


e It involves a minimum of ivory 
tower theory and a maximum of 
specific field-tested tactics for sell- 
ing shoes. 


e It contains information on that 
sensitive subject: how a salesman 
can evaluate himself. 


e It’s simple, practical, and eco- 
nomical to use. 


e It has multiple-use as a store 


the Olmsted Sound Studios Inc., 


=. 





training and home study aid. 


After introduction of the Pocket 
Sound Film to retailers at a meeting 
conducted by Robert Stolz, the 
training program was promoted by 
direct mail to all of Brown’s re- 
tailers in its nine divisions. Jumbo 
post cards, each covering a subject 
from the course, were used as fol- 
low ups. Ads in business papers 
are also used to build more users. 


> Although the Brown-Borden 
Pocket Sound Film was created ex- 
clusively for Brown Shoe Co. and 
its retailers, Mr. Stolz said they feel 
there is a great need in the entire 
shoe industry for a training pro- 
gram of this kind. “The company,” 
he said, “is anticipating making the 
program available to any independ- 
ent shoe retailer in the country.” 

Since no brand names are men- 
tioned in the program, this would 
make the Pocket Sound Film easily 
adaptable for all independent re- 
tailers. 

The Leo Burnett Co., Chicago, 
has been Brown Shoe Co.’s adver- 
tising agency for all nine divisions 
of the company for the past 18 
years. a4 


Better Service... 


Companies Report New 
Service Facilities 


From recent announcements 
made by companies in audio-visual 
production, it would seem that the 
average adman will soon be bene- 
fitting from a trend toward in- 
creased service facilities in the field. 

Offering the audio-visual user 
more of “what he wants, when he 
wants it,” the following service fa- 


cility expansions have been noted 
by AR: 


Cellomatic 
Does It All 


Developer of the 
patented Cellomat- 
ic process of ani- 
mated projection, the Cellomatic 
Corp. has announced plans to in- 
clude every necessary phase of in- 
dustrial production in addition to 
its animated projection process. The 
new services will include the plan- 
ning and production of sales pres- 
entations, script writing, direction, 
talent hiring, music, sound, chore- 
ography, staging and lighting. The 
production program can be had 
complete as a package deal, or as 
a partial combination of services 


according to individual company 
requirements. 

Paperback A new design di- 
Records vision for the crea- 


tion of paperback 
recordings has been announced by 


zoom and automatic follow-focus is 


Projector rides along to sell tires 


Aboard 3 giant trailers of The 
Firestone Tire & Rubber Company 
ride 3 RCA 16mm Sound Projectors. 
They bring to dealers across the 
country the latest sales training films 
on tires and all the many other 
products in Firestone’s varied line. 


Your film programs may sell or train, 
inform or entertain. They do it per- 


Write for free film planning book 
“Film... Projectors . . . Ideas.” 


fectly every time on an RCA Pro- 
jector. Engineered with all the steady 
dependability of RCA’s famed the- 
atre line, an RCA Projector oper- 
ates like a breeze. Thread-Easy film 
path helps you get the show going in 
a jiffy. Extremely quiet operation 
keeps attention on the film. Precise 
sound reproduction gets the most 
out of every film’s sound track. 


For firsthand proof of the simplicity 
and efficiency of these projectors, 
call in your RCA Audio-Visual 
Dealer. He’ll be glad to demonstrate, 
glad to let you run your films on one. 
Look him up in the Yellow Pages 
under “‘Motion Picture Equipment 
and Supplies”... very soon! Radio 
Corporation of America, Dept. 
5-283, Building 15-1, Camden 2, N.J. 


RADIO CORPORATION of AMERICA 


Audio-Visual Products, Camden, N. J. 
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Are you a 
Sales Executive 
hungry for a 
new approach ? 


SS 







Doyouknowyou 
Lb need a new sales 
YX presentation—one 
we it “ that’s dramatic 
. but not dreamy? 
Chances are we can show you a 
dozen new types to spark your 
imagination. (Without cost or 
involvement, of course. ) 


The Chartmakers, Inc. 


SPECIALISTS IN 


Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 — Just ask for “Sales” 





You Get Things Done With 
Boardmaster Visual Control 


Tite 
roth] 


Gives Grapmc Picture of Your Operations— 
Spotlighted by Color 

yy Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

yy Simple to operate — Type or Write on 
Cards, Snap in Grooves 

+X Ideal for Production, 
Scheduling, Sales, Etc. 

yy Made of Metal. Compact and Attractive. 
Over 150,000 in Use 


a 50. . 
Complete price 49 including cards 
FREE 24-PAGE BOOKLET NO. R-500 

Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 W. 42 nd Street © New York 36, N.Y. 


Traffic, inventory, 
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the Olmsted Sound Studios Inc., 
New York. 

While the studio has been chiefly 
known for its “talking brochures,” 
in which a sales message is re- 
corded directly on the surface of 
sales promotion literature, Olm- 
sted’s new design department will 
also create new formats in plastic 
records which can be individually 
imprinted with the client’s insignia. 


Animation 
By Oxberry 


Designed by Ox- 
berry, the new ani- 
mation equipment 
from Animation Equipment Corp., 
New York, is reported to be sav- 
ing as much as 50 percent in pro- 
duction time for the studios using 
the equipment. 

The Oxberry equipment consists 
of an animation stand, compound 
table and camera. The motorized 











1. Arrive at the place of presenta- 
tion about 45 
schedule, so 


ahead of 
that you can 


minutes 





make 














sure that you have the _ proper 


equipment to do a good job. 
2. Set up the tables and covers. 
3. Set up the flannelboards. 


4. Put symbols in proper order 


and place them face down on the 
table, with one pile for each chart. 


Ss. If spot-lighting, 
spots for good board coverage. 


using focus 


6. Before 
tion, tell your audience what makes 
the symbols stick to the flannel- 
(The 60,000 to 70,000 
fibers per square inch applied on 
the back of the cards grip into 
the flannel.) 


starting the presenta- 





















board. 


7. When placing the symbols for 
each chart on the board, it is well 
to work from either the left or 
right side of the board (choose 
the side which is most natural to 
you), so that you do not obstruct 
of the Avoid 
crossing in front of the board, or 
keep it to a minimum. Talk to the 
audience; do not talk to the board. 


the view audience. 


8. When clearing the symbols 
from the board, after completing 
a chart, try not to turn your back 
to the audience any 


necessary. 


than 
To help avoid this, it 
is well to talk about a particular 


more 


i ia aie 


Twelve Rules for a Flannelboard Presentation 


The flannelboard, far less expensive than films and more progressive 
than charts, is playing an increasing role in audio-visual plans. One of the 
active producers of flannelboard presentations, L. 
Inc., New York, has prepared a set of instructions to accompany its kits, 
from which the following rules have been adapted. 


i ti at a a —_—, 


zoom and automatic follow-focus is 
able to range from a 28” field to a 
4” field and hand-wheels on the 
equipment provide accurate control 
of the table for east-west, north- 
south and diagonal pans. 

Additional features include con- 
trolled peg bars, a revolving table, 
and a simple rack-over. 

According to the company, the 
unit eliminates the need of many 
costly drawings and achieves econ- 
omies that are impossible when 
frame-by-frame stop-motion shoot- 
ing is employed. In addition, new 
techniques permit the cameraman 
to use cutouts, fades, dissolves, pop- 
ons and zooms with greatly reduced 
effort. 

New York studios adopting the 
equipment include UPA Pictures 


Inc., Roger Wade Productions Inc., 
and Animation Associates Inc. 44 


A. Whitney Associates 






chart 
while you are taking off the sym- 
bols. 


subject from the previous 


Should you care to, you 
might review or summarize the 
previous chart at this time. 
Examples: 
“We have spoken of the so-called 
and have pointed out, etc.” 
“We have just seen on this chart, 
etc.” 
“J think that from the foregoing 
six charts, you will have to agree 
with me, etc.” 


38. Do not take the 
symbols off in the proper order, 
or you will find yourself skipping 
from one side of the board to the 


attempt to 


other. It is best to remove the sym- 
bols from right to left, or left to 
right, depending from which side 
of the board you are working. Put 
them in the proper order when 
packing them, or before the next 


presentation. 


10. Try to gage your audience so 
that the terms you plan to point 
out will be perfectly clear to them. 


11. If time permits, allow a _ rea- 
sonable amount of time for a ques- 
tion and answer period. This gives 
you an opportunity to re-sell your 
key points. 


12. After the presentation repack- 
age your boards and symbols care- 
fully. Make sure your symbols are 
packed flat to avoid the danger of 
damaged corners. 















Business As Usual . . . Dictating facil- 
ities on Wabash Railroad were an- 
nounced to business men via mailed in- 
vitations. 


Tycoons Dictate 
While En Route 


Newest “on-train-selling” feature 
of the Wabash Railroad, St. Louis, 
is the Blue Bird Room equipped 
with typewriters, stationery, and a 
portable Dictaphone. 

Free dictating machine belts can 
be mailed by executives back to 
their own offices in envelopes pro- 
vided by Wabash. Six or more busi- 
nessmen (those who buy first class 
tickets) may also reserve the room 
for conferences enroute. 

A special direct mail invitation 
to use the dictating machine was 
sent by Wabash president A K. 
Atkinson to businessmen. The 
message is printed on an actual dic- 
tating machine belt. The envelope 
has two corners cut off, permitting 
an intriguing peek at the belt. 

This new service is part of the 
advertising and merchandising cam- 
paign developed by Wabash and 
Gardner Advertising Co., St. Louis. 

Advertisements in Chicago and 
St. Louis newspapers, plus radio 
spots, will announce the new serv- 
ice. 44 


Head Maintenance Kit 
Developed for Recorders 


A low-cost kit for the mainte- 
nance of tape recorder heads has 
been put on the market by EMC 
Recordings Corp., St. Paul, Minn. 

The kit contains a two-ounce 
bottle of cleaner, a two-ounce bottle 
of lubricant, special brush appli- 
cators, and a head-maintenance in- 
struction manual. 

According to the company, the 
cleaner was designed to free tape 
recorder heads of dirt, grease, oxide 
and binder accumulations respon- 
sible for high-frequency _ losses, 
while the lubricant can not only 
prolong the life of a recorder head 
up to 200% in some cases, but can 
also neutralize the oozing adhesive 
that results from sticky magnetic 
tape spices. 

The complete kit is priced at 
$1.50. 44 


YOU CAN AFFORD A 
GOOD BUSINESS FILM 








if you produce it yourself! 


YOU CAN EASILY produce a hard-hitting 


sales film at 


a fraction of “package” costs by dealing directly with the 
technical agencies of film production. You don’t need movie- 
making experience. We supply the know-how—we do all 
technical work. You get a smooth, professional product. Com- 
panies big and small the world over are cutting film costs 
with this proven formula. You can, too. 











SEND FOR FREE BOOKLET 
"How to Make Low Cost Business Films." 






No obligation, no high-pressure follow-up. 





TE LE - | LM _ a leading 16mm motion picture 


(we alee technical service since 1938 
'nic o oe a °o gz a = | oD 


6039 Hollywood _— ae 28, California 
Lisen f Capitol Records music 


A R than any other publication. 
If you sell advertising 
REACHES services, materials and 
MORE equipment to or through 
ADVERTISING agencies, your ad in AR 
AGENCIES will reach the top in 
response. 
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Save up to 80% in type composition 
with the Friden Justowriter® 








REPRODUCER 
RECORDER 















You can save by installing the Justowriter automatic tape-operated 
composing machine in your office. With the Justowriter it is no longer 
necessary to buy costly typewriter or hot metal composition. Any typist 
can set clean, sharp, justified (even margins) professional composition 


right in your office. Copy can be set directly on any duplicating master 
or reproduction proof paper. 


This means that you can save money on every printing job, large and 


small. You can set justified composition for allthe applications listed at 
the right....and many more too. 


It’s as simple as this: One keyboarding on the Justowriter Recorder 
produces visible copy and a punched paper tape. The tape operates the 
Justowriter Reproducer to set sharp, justified, direct image plates or 
reproduction proofs....automatically at 100 words per minute. Fourteen 
different type styles are available in sizes from 8 to 14 point. Author’s 
alterations or changes can be made easily by duplicating the tape. 


Hundreds of companies are now saving upto 80% in composition costs 
with the Friden Justowriter. Write today for actual cost-saving facts. 


The above copy was set on the Justowriter in 10 point Book type. 
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Friden Calculating Machine Company, Inc. 
COMMERCIAL CONTROLS CORPORATION (Subsidiary) 
DEPT. AR-57, 1 LEIGHTON AVE., ROCHESTER 2, N.Y. 


Sales and service throughout the world 
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sa 8 e Havward. sales promotion manager The total mailing ran anproxi- 








MR. NELSON 
THESE HAIRS 


or 


CAN SAVE YOUR LIFE! 


MR. NELSON 
PICK YOUR COLO! 


U.S. Royal Master 


ng Direct Mal 
TO and THROUGH Dealers 


Getting dealers to build their own direct mail lists is a difficult 
task, but the Royal Master Division of U. S. Rubber Co. attacked 
the problem with imagination and boosted effectiveness. 


Check a dozen sales promotion 
managers and at least eleven of 
them will tell you that they must 
give dealers a list as part of a co- 
operative direct mail program. 
“Dealers just won’t make up their 
own lists!” is the common com- 
plaint. 

Too often, a campaign starts with 
the list and ends with the creative 
pieces that must do the selling job. 
Yet every once in a while, a cam- 
paign comes up that sold itself on 
its merits alone. And whenever you 
see one such, you wonder if this 


isn’t time for that trite, but neces- 
sary, agonizing reappraisal. 


>» Last spring and summer, the tire 
division of the U. S. Rubber Co. 
conducted a dealer direct mail pro- 
gram for Royal Master tires that 
broke a lot of the hidebound rules 
of the tire industry, but paid off 
handsomely. 

For years, U. S. Rubber had been 
nursing its dealers through their di- 
rect mail efforts. Each year the 
dealer would indicate how many 
pieces he wanted to send out, and 


Jaster 





from the factory came the right 
number of pieces — ready for im- 
printing — and a list of car owners 
in the specified territory. Just 
enough names were supplied to 
take care of the order. 

This had been going on for years. 
It seemed like a satisfactory pro- 
cedure, for an adequate number of 
pieces were ordered by dealers, and 
presumably mailed. But the effect 
was not apparent where it counted 
— in an appreciable increase in 
dealer store traffic. 

To plan this year’s program, Hugh 
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this salesman- 


yours for 
less than 


1¢ 


Crocker full color 
Mirro-Krome Post Cards, 
reproduced from exclusive 
Mirro-Screen plates, give the 
extra impact of full color 
to your merchandising 
and direct mail compelana.” 





Be sure and 
send for our new 


reduced price list. Dept. AR5 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 E. 7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


wees 


CON 


rue rs ee atta) Md deel a: 


@ Envelope compartment is integral 


construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signai Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices... No obligation! 


wUZs 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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Hayward, sales promotion manager 
(since moved to O. M. Scott & Sons, 
Marysville, Ohio) and Mort Elliot, 
Sande Rocke & Co., New York di- 
rect mail consultants, got together. 
They decided on a complete change 
of pace. First they would worry 
about creating unusual and intri- 
guing mailing pieces. When that 
was done, they felt the list would 
take care of itself. 

Mr. Elliot came back with a cam- 
paign consisting of a series of three 
letters, instead of the usual folders 
or self-mailers. Each would be per- 
sonalized by putting the recipient’s 
name in jumbo letters, and having 
the dealer signature as part of the 
imprint. 


> Each carried a novelty gadget that 
was a logical part of the sales story: 
e A roll of the actual wire that is 
built into the tire as blowout pro- 
tection. 

® Swatches of the colored tires of- 
fered by Royal Master. 

e A pair of plastic feet, symbolic 
of the large area of contact of the 
tire with the road. 

Each letter was prepared in two 
colors on white, rust, and light blue 
stock, of fine quality. The letters 
were mailed first class, in match- 
ing envelopes, with no return ad- 
dress. It was a quality presentation 
for a quality tire. 


> To help build store traffic and to 
furnish some means of checking 
the specific effectiveness of the 
campaign, Mr. Hayward suggested 
that the mailing offer a synthetic 
chamois. Each letter carried a post- 
script. “Stop-in ... pick it up... 
it’s waiting for you.” 

Mr. Hayward left the picking of 
the list up to the dealers. Based 
on operation of his own dealership 
in Detroit for many years, he felt 
that old customers, professional 
men and other names taken from 
local sources, such as the classified 
telephone directory, would make up 
a list to which this kind of quality 
mailing for a _ prestige product 
would be effective. 

For that reason, the dealer broad- 
side and the salesmen’s presenta- 
tions included complete instructions 
on the local preparation of a list. 


> The campaign met with good re- 
sponse. Salesmen, first to see the 
promotion, were the first to react, 
and their reaction was favorable. 
They pledged complete support. 
Once the campaign got rolling, 
the rapid disappearance of the give- 
away chamois from the counters 
of cooperating dealers was evidence 
that the campaign had made a pow- 
erful impression on the recipients. 


tagether with the name of the nost 


The total mailing ran approxi- 
mately 60,000 names. This was quite 
a drop from the record order of 
about 100,000 pieces. It was quite 
apparent from an analysis of the 
orders that there were many dealers 
who found that the effort of build- 
ing their own mailing lists was just 
too much for them to attempt. 

But the dealers who did coop- 
erate have discovered that it was 
worth it. They saw their tangible 
results rise to a new peak. They 
had not bought merely another 
mailing. They had invested a little 
more work and effort, and bought 
results—the ultimate test! 44 


High-Speed Stuffer 
Introduced to Market 


A high-speed envelope stuffer 
that can be set up in minutes and 
operated by the average office 
worker has been introduced by 
Pitney-Bowes Inc., Stamford, Conn. 

According to the company, the 
device can collate and nest enclos- 
ures, open and _ stuff envelopes, 
count, seal and power-stack the 
mailings at speeds up to 6,000 mail- 
ings an hour. 

It can handle as many as four 
enclosures for each mailer, and an 
optional postage meter enables me- 
ter stamp or other postal indicia 
on the mailing pieces. 44 


Authentic Cannon Model 
Makes Impact Mailer 


A gift to remember and a mailer 
with impact was the successful 
combination achieved recently by 
Westinghouse Broadcasting, New 
York, when the company chose as 
its “after the show’ mementos to 
participants, authentic scale models 
of Civil War naval cannons. 

The cannon models were sent to 
all of the speakers and panel par- 
ticipants in a three-day Boston 
Conference on local public service 
programming, and each model was 
inscribed, “WBC Boston Confer- 
ence, 1957” on the barrel, and “For 
Valued Participation” on the brass 
plaque to which the cannon was 
mounted. 44 





Vast steer chen stan teehaw wheeniee 


How the Post Office 


Can Help You 


There are many ways in which 
the Post Office department can help 
owners and operators of businesses 
in their activities. There are oppor- 
tunities for reducing costs, saving 
time and improving _ efficiency. 
These require a spirit of coopera- 
tion between the post office and the 
users of the mail. 

One of the lesser known facets of 
post office operation is the degree 
to which services other than carry- 
ing the mail are available. 


>’ Among the many non-mail serv- 


ee (eae — 


This article is based on “Management 
Aids for Small Manufacturers — No. 78” 
issued by the Small Business Adminis- 
tration, Washington 25, D. C. 


Some practical, money and time saving advice, directly from the 


Post Office itself, on how to get the most value from this 


business service on which all business depends. 


ices helpful to small business con- 
cerns and available from any post 
office, are the following five: 


1 Revision of mailing lists . . . Each 
local post office has a list-checking 
service through which, for a small 
fee, it will help you keep your mail- 
ing list accurate and up to date. 


2 Printing of return addresses on 
stamped envelopes . .. The Post Of- 
fice Department will print your re- 
turn address on stamped envelopes, 
if you order 500 (or multiples of 
500) of a given size, quality, and 
denomination. Only a nominal ad- 
ditional charge is made. 


3 Sale of window stamped enve- 
lopes and Government postal cards 


.. . Window stamped envelopes are 
sold by all post offices in lots of 250 
or multiples thereof. Since they re- 
quire neither stamping nor address- 
ing, they reduce the time needed to 
prepare mailings. Single and reply 
(double) postal cards also are 
available. If you want to get quan- 
tities for over-printing, the cards 
are available in sheets, packed in 
cases of 5,000 with 20 cards per 
sheet, or 10,000 with 40 cards per 
sheet. 


4 Rental of post office boxes and 
drawers . These may be rented 
at quarterly rates, payable in ad- 
vance. Their use permits you to ob- 
tain mail at frequent intervals and 
before or after business hours in 
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post offices where lobbies are kept 
open. 


S Money orders ... The maximum 
amount for which a single money 
order may be issued is $100. How- 
ever, there is no restriction on the 
number of orders which may be is- 
sued to the same remitter. If de- 
stroyed or lost, a money order may 
be duplicated. 


> Here are some ways in which the 
post office can help you to speed 
up your business mailings: 


1 Addressing .. . To reach all fam- 
ilies or selected addresses at city 
delivery post offices without ad- 
dressing the occupants by name, 
you may use the following form of 
address: 


Occupant (or Postal Patron, House- 
holder, Resident, etc.) 

555 High Street 

or “Local” 


(Post Office & State) 


Where distribution of mail is de- 
sired for all patrons on a rural or 
star route at any post office, or for 
post office box holders at post of- 
fices which do not have city or vil- 
lage carrier service, all that is re- 
quired is the designation “Rural or 
Star Route Box Holder” or “Post 
Office Box Holder” for either type, 


EXTRA SELLING POWER 


together with the name of the post 
office and state, or the word “Lo- 
cal.” The address may be printed 
on the envelope, the wrapper, or 
the article itself. Mail addressed in 
this manner should be arranged in 
bundles of 50, each bundle labeled 
to show that the pieces are all for 
the given post office and state. 

Postage must be paid by a method 
that does not require cancellation. 
The number of box holders at post 
offices which do not have city or 
village delivery service, and num- 
ber of persons on a rural or star 
route may be obtained from Post 
Office Department Publication 20, 
“Post Offices by Counties,” or from 
postmasters in the particular com- 
munities. 


2 Eliminating Stamping . . . By spe- 
cial permit, postage on all classes 
of mail may be printed on the mail- 
ing pieces, thus eliminating the af- 
fixing of adhesive stamps. To do 
this, you may rent from an author- 
ized manufacturer a postage meter 
that has been approved by the Post 
Office department. Such meters 
must be set by the post office for 
the amount of postage purchased. 
They may be used only for mailings 
at the office which set the meter. 
Advertising slogans may be printed 
simultaneously with the meter post- 
age stamp. 


of natural color advertising 


Yel 3 mast age ls 
circulars 
jumbo cards 
TUS ae las fy 
double reply cards 


catalogues 
catalogue sheets 
color inserts 


individually created in Cartecchealor® ys, 


Ney le e 


Some territories still open — write for details. 


Since 1898 


0 circular on the uses of post cards 
and direct mail media. 


(-) Media kit (for Adv. Agency only) 


0 Estimate and Information Sheet for 


America’s oldest color post card specialists < 


CURT TEICH & CO., Inc., 1733 W. Irving Park Rd., Chicago 13, Ill. 


Name 


Firm Name 


an exclusive process designed for 


@ quality 
@ economy 
eai-taeh a ltt) 





Send free literature checked 
(Salesman will call upon request) 


“ewer ewwnnn = — 


Address 
the creation of natural color circu- 
lars, brochures and catalogues. City Zone State 
a see age aap hich Si cate aie ai tite anc ate aise nei ss ict ht cen sk tek se a i lh ec ek eB en ical Melee tn th 4 
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You may also use meter stamps 
to prepay reply or return postage, 
provided that they are printed di- 
rectly on envelopes or cards on 
which your return address also has 
been printed. You must also im- 
print immediately above your re- 
turn address the inscription: “No 
postage stamp necessary — postage 
has been prepaid by .. .” 

First-, third-, and fourth-class 
metered mail may be sent in any 
quantity. Second-class metered 
matter must be in quantities of 300 
identical pieces or more. 

Another method of printing post- 
age uses a printing press or other 
device without any recording mech- 
anism to be set by the postmaster. 
Such permit imprint matter is mail- 
able only at the post office which 
issued the permit. Each mailing 
must be accompanied by a state- 
ment of mailing on a form furnished 
by the post office. If you want a 
permit for mailing permit imprint 
matter, apply to your local post- 
master. A fee of $10 is charged. 

Permit imprint mailings must 
consist of identical pieces in mini- 
mum quantities as follows: First 
and second class, 300 pieces; third 
class, 300 pieces (except third-class 
bulk mailings of not less than either 
20 pounds or 200 pieces); and fourth 
class, 250 pieces. 


3 Using precanceled postage stamps 
... Precanceled postage stamps may 
be used on post cards and on sec- 
ond-, third-, or fourth-class mail. 
Precanceled stamps may be used 
only by persons who have obtained 
permits. There is no charge for a 
permit. Such stamps may be used 
only on mail presented at the office 
where the stamps were precanceled. 


>In many cases post office staff 
members are better able to help 
you if you help them in certain 


‘| don’t think we'd better use this 
one.”’ 
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ways. Here are a few highlights of | 


things you can do: 


© Remember the Street Address . . 

In many cities, building projects 
often go by a name such as “Brick 
Manor” or “Abbey Towers.” How- 
ever, these names are not legitimate 
addresses for mail. Include a street 
name and number in the address. 


©@ Show the Zone Number 
Properly zoned mail can be sorted 
by even the newest employe in a 
post office. Unzoned mail, however, 
must be sorted by someone thor- 
oughly familiar with the city. Show 
the postal delivery zone number on 
mail for cities using the zone sys- 
tem. 


@ Return Address A misad- 
dressed first-class letter without a 
return address which cannot be de- 
livered must be handled as dead 
mail. If returnable by the dead let- 
ter branch an additional charge is 
made. Where a return address is 
shown such letter can be promptly 
returned without additional cost. 
A return address should be placed 
on all mail. 


® Coins in Advertising Mail ‘ 
When a firm sticks a United States 
coin to a piece of direct mail ad- 
vertising, it may cause the post of- 
fice employe a lot of trouble. Every 
piece of undelivered circular mail 
will have to be opened by hand for 
removal of the coin. The money 
may not be worth the time and 
trouble, but it’s against the law to 
destroy U. S. coins. 


© Advance Notice of Bulk Mailings 
. . . Your postmaster has a limited 
time for the dispatch of circular 
mail. Therefore, when you have an 
unusually large bulk mailing going 
out you can help the postal people 
by giving them advance notice of it 
with a sample of what to expect. It 
helps them anticipate the load and 
make arrangements to carry it. 


e Play Fair with Your Postmaster 
. . . Stick to the rules which govern 
the postal service. Find out how 
things work from your postmaster. 
If you want something changed 
write him explaining your sugges- 
tion. 


> Many small business operators 
are well-informed on the scope of 
the mail service available to them. 
Nevertheless, a quick review is 
often worth while. Therefore, the 
following paragraphs summarize the 
current facts: 

To start off, regular mail is di- 
vided into four classes: 


Mail 
includes letters: 


@ First-Class 
mail 


. First-class 
Government 


A 
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Production Machine’..that’s what they call it! 


4,500 to 6,000 


pieces per hour 


GATHERS 
OPENS FLAPS 
STUFFS 
MOISTENS 
SEALS 

PRINTS INDICIA 
STACKS 
COUNTS 


... Slashes costs 80% 


Mailers large and small are unanimous in terming 
Inserting & Mailing a “production machine.’ They mean 
they can count on | & M for heavy-duty, non-stop production at top speeds. They mean 
no costly ‘down’ time. They mean long life and sweet, low maintenance. 
The same mailers profit by | & M’s famous performance-engineered features. 
The unique vacuum-feed system handles coated, glossy or even rippled stock with equal 
precision and accuracy. The built-in postal indicia printer processes first and third class 
mail—is more economical than postage meter. 
Get the facts. See what happens when one machine executes eight operations 
— gathers as many as eight enclosures, opens flap, stuffs envelopes, moistens, seals, prints 
postal indicia, counts and stacks. Mailing efficiency goes up. Mailing costs come down. 
Even small mailers often save 80%. 


Send Wider Horizons with Mechanized Mailing 
Prepare Proposal & Cost Analysis 
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The Buyer Needs a Hundred Eyes, 
The Seller Not One 


George Herbert 1593-1632 





There sure must have been a lot of 
sharpies in those days who probably 
were very hungry. And who says you 
haven't got ‘em today? Ah, but not 
at Brodie’s. Here you can close your 
eye and you won't be steered wrong. 
So, how about giving us a try? The 
odds are even that you'll like us. 


“Lyotidssrnnnne — 


Fast and Resourceful Service —Since 1919 


— Reasonable, tool 


Mutrigraphing © Mimeogrephing 
Addressing ¢ Meilling © Plate Cutting © Mechanical Addressing 
Printing © Redie & TY orders processed *¢ Complete Mell Compeigns 





NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome®, winner of the Lithographers 
National Assoc. Award for 3 straight yeors, is 
unequalled for quality, ‘‘true-to-life’’ color and 
they're backed by the foremost manufacturer of 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising campaign. A 
must for dealer promotions. Made from trans- 
porencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self mailers, king size cards, 
brochures, and broadsides. All 
in beautiful natural color. 
Use genuine Plastichrome() 
postcords — made only by 
Colourpicture 


Remember, there is no card 
**iust as good’ as Plastichrome. 





Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


392 NEWBURY ST., BOSTON 15, MASSACHUSETTS | 
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postal cards; private mailing or 
postcards; business reply cards and 
letters in business reply envelopes; 
mailing pieces wholly or partly in 
handwriting (whether sealed or un- 
sealed); typewriting and carbon 
copies of handwriting and typewrit- 
ing. Items which are sealed or 
otherwise closed against inspection 
also must be mailed at first-class 
rates. 


@ Second-Class Mail . . . Second- 
class mail includes newspapers, 
magazines, and other periodicals 


which have been accepted by the 
Post Office for entry at second- 
class rates. 


® Third-Class Mail . . . Third-class 
mail includes all mailable items not 
included in the first and second 
classes which weigh not over eight 
ounces. 

Most advertising mail comes in 
this class. You can use it for printed 
circulars, books, pamphlets, cata- 
logs, drawings, photographs, proof- 
sheets for printers, merchandise, 
and miscellaneous printed mailing 
pieces. 

“Miscellaneous printed mailing 
pieces” means mechanical reproduc- 
tion upon paper by printing press, 
duplicator, or other mechanical sys- 
tem (with the exception of type- 
writing). Imitations of handwriting 
and typewriting, and printed letters 
bearing the name of the addressee 
or signature of the sender, may be 
sent third class, if 20 or more iden- 
tical copies are deposited unsealed, 
at a post office window. 

You may make savings through 
third-class mailings at bulk rates. 
For example, lower rates can be ob- 


. tained for third-class mailings of 


identical pieces in lots amounting 
to 20 pounds or 200 pieces mailed 
at one time. 


® Fourth-Class Mail (parcel post) 
. . . This class takes in all mailable 
material not included in first, sec- 
ond, or third classes. To qualify, it 
has to weigh more than eight ounc- 
es. The maximum weight and size 
limits depend upon the class of post 
office of mailing and office of ad- 
dress. 

You may mail catalogs and simi- 
lar printed and bound advertising 
items, consisting of 24 or more pages 
and not exceeding 10 pounds in 
weight, at special postage rates. 
You may include the usual inci- 
dental loose enclosures, such as 
other forms and reply envelopes 
with such mailings. To make sure 
that you get the special low rate, 
your material should always be 
clearly marked: “Catalog.” 

The United States is divided into 


eight parcel post zones. Postage on 
fourth-class mail is based upon both 
weight and zone. When mailing 
such items, you can save time put- 
ting on the right postage in advance. 
Your local postmaster will show you 
how to figure the charges. 


© Air Mail All mail, except 
items subject to damage by freezing 
or changes in atmospheric pressure 
and certain dangerous materials, 
may be sent by air. Proper marking 
is important. Parcels should be 
identified prominently, “AIR 
MAIL.” On letters, you would do 
well to use air mail stamps and 
special air mail envelopes or dis- 
tinctive “Air Mail” stickers. 


® Special Delivery Through 
payment of special delivery fees, 
you can provide for fast handling 
and transportation of mail, and de- 
livery by messenger from post office 
of address. This service is particu- 
larly valuable for perishable arti- 
cles. It is useful, too, for items 
which will arrive on Saturdays, 
Sundays, or holidays, or on week- 
days after the last regular delivery. 


@ Special Handling ... By payment 
of a fee in addition to the regular 
postage, you can arrange for your 
fourth-class mail to have the fastest 
surface transportation practicable. 
After arriving, it will be delivered 
on a regularly scheduled trip. Once 
again, remember the marking. 


® Registry Service Registry 
gives you greater security in send- 
ing money and other valuable ar- 
ticles. The fee depends upon the 
amount of indemnity you want if 
the mail is lost or damaged. When 
the declared value of an article ex- 
ceeds the maximum indemnity pro- 
vided by the registry fee paid by 
$1,000 or more, a surcharge must 
be paid in addition to the fee. This 
surcharge does not give you addi- 
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the FIRST TIME... 


here is a comprehensive COLOR GUIDE offering 











oe 


56 different ink color combinations for all 14 Wood- 
bine Enamel Colors, as created and tested by the 


famous color stylist, Faber Birren. 


recommended by 
FABER BIRREN 






the APPLETON COATED PAPER COMPANY 


APPLETON, 





WISCONSIN 





This insert is printed on ORANGE Woodbine Enamel 





This 


insert 


is 


printed 


0 


n 


This shows a typical 
page in the Woodbine 
Ink Color Guide. 


{nite for this Ink Guide Demonstrator 


which contains printed specimens to aid you 
in selecting the most effective and pleasing 
ink color combinations to use with each of the 
14 Woodbine Colored Enamels 


. Please make 


request on your business letterhead. 


PLETON COATED PAPER COMPANY 


North Meade 2.3 
<0 MN: Wai so O31 oN 


Lom < 


ORANGE Woodbine Enamel 





tional indemnity above that which 
is provided by the regular fee; it is 
rather a way of partially offsetting 
the additional expense of special 
protection. For additional fees, you 
may also get a return receipt card 
showing to whom and when your 
article was delivered; you may also 
obtain a return receipt showing ad- 
dress where delivered; or you can 
restrict the registered mail to the 
addressee only, or to a person desig- 
nated by the addressee. 


@ Insurance Service . . . Insurance 
pays you in the event of loss of or 
damage to third- and fourth-class 
mail. The maximum amount for 
which you may insure a single par- 
cel is $200. Fees depend upon in- 
demnity desired. Items to be insured 
must be presented at a post office 
or to a rural carrier. A return re- 
ceipt card may be arranged for a 
fee in the same manner as regis- 
tered mail. Restricted delivery may 
be obtained by paying a fee except 
for parcels insured for $10 or less. 


But note: parcels containing ma- 
terial offered for sale to prospective 
purchasers who have not ordered 
or authorized their sending, are not 
accepted for insurance. Reimburse- 
ment for their loss, rifling, or dam- 
age will not be paid. 


® C.O.D. Service . . . The collect- 
on-delivery service is an_ ideal 
means of shipment if you do not 
wish to extend credit or if your cus- 
tomers don’t want to pay in ad- 
vance. The maximum collectible on 
a single C.O.D. parcel is $200. Fees 
for the service are based on the 
amount to be collected and remitted 
to you by postal money order. C.O. 
D. parcels must be shipped on bona 
fide orders, or must conform to 
agreements between sender and ad- 
dressee. A special tag must be com- 
pleted by the sender and fastened 
securely to each C.O.D. parcel when 
it is presented at a post office hav- 
ing facilities for acceptance of C.O. 
D. mail, or to a rural carrier. 


® Certified Mail. . . It is not neces- 
sary to register an item of no value 
to obtain evidence of mailing and 
delivery. Articles of no _ intrinsic 
value, upon which postage at the 
first-class rate is paid, may be sent 
as certified mail. A receipt is fur- 
nished at the time of mailing and 
the signature of the addressee is ob- 
tained upon delivery. Return re- 
ceipt and restricted delivery serv- 
ices are also available for extra fees. 


© Combination Mail . . . Two classes 
of mail may be mailed in the same 
package under special rules govern- 
ing this service. Letters may be 
placed in packages or publications. 


e") . . . 
New THOMAS Cost Calculator takes 


_ the guess work out of any collating job! 


| Now, for the first time, you can 
| tell in a jiffy just how long it will 
| take. how much it will cost, and 
what is the fastest and least expen- 
| sive way to do the job. 
| Whether you collate a lot or just a 
| little . . . whether it’s by hand or 
| with a Thomas Collator, this new 
cost calculator is sure to be a real 
help. Send for your free calculator 
| today. No obligation, of course! 





Tdi 


| Co Ue. 


More in use than all 


other makes combined 


---—-—-—-------} 


Copyright 1957, Thomas Collators Inc. 


A SECRET 
MESSAGE 


Post Card [=| 
SI 
- = 


4 
' 


; y 
WET CARD. WHEN DRY.WET AGAIN 
» 


Your copy on the back is invisible until 
card is dipped in water. Then your adver- 
tising appears like magic! When card dries, 
copy disappears. May be used over and 
over. Write or phone for FREE SAMPLE. 


M. E. Moss & Co. 
119-D Ann St., Hartford 3, Conn., JA 2-6506 


Yours FREE! 


CLIP OUT AND MAIL NOW! 


Thomas Collators Inc., Dept. Y 
50 Church St., New York 7, N. Y. j 
Please rush me ¥ 


[] FREE Thomas Collating Cost Calculator 
[] FREE Brochure on New Thomas Collators 


CL) Demonstration at my Convenience 


NAME 





(Please Print) 
COMPANY 
ADDRESS__ 
CITY 








ANNOUNCEMENT MAILING CARDS 


FOR SALES NOTICES AND FLASH BULLETINS 
TO INSPIRE SALESMEN, CONTACT CUSTOMERS, 
STIMULATE PROSPECTS AND WAKE-UP INACTIVE 


DIRECT MAIL a 


FREE 
SAMPLES 


advertising aids ix 
4201 N.W. 2nd Ave. Miami 37, Fla, 
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GLOSSY PRINTS 


A 





Ad managers, agency men, public relations men 
... heed quality giossy photos? 
ZEPP offers: 
@ Prompt Service 
@ Top Quality Reproduction 


@ Low Price 
Glossy Post Cards........... $.05 each (100 lots)* 
5x7 Glossy Photos......... $.06% each (100 lots)* 
8x10 Glossy Photos........$.084% each (100 lots)* 


*Complete price list on request 


aE: 


PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 
ERE ENGR Re EINE ET AEA ET A RANE 


FIRST TIME! 
4-color process 
prize-winning 
lithography . . . 





color 


PICTO-CHROME (Reg. U.S. Patent Office) 


ENVELOPES 


WB RECENT TESTS have shown that two color 
printing on envelopes almost doubles the 
pulling power of single color printing 
Picture for yourself what full color . . . 
Picto-Chrome . . . will do for you. 

NOW, for the first time through combined 
runs, full color process illustrations on 









" your mailing envelope at these low 

3 prices .. = 

z 25 M 50 M 100 M 

$1445 $1135 $9.85 
per M per M perM z 








S. No. 10, Sub. 24 white wove, F.O.B Wash., D.C % 


What's on the envelope sells 
what's in the envelope! 
Write for full details 
and FREE SAMPLES . . . 
a a 
COLORTONE PRES 
2412-24 17th St., N.W., Washington 9, D. C. 


© Please send details and FREE SAMPLES of full-color | 
| Picto-Chrome envelopes to 


NAME ' 
| FIRM | 
ADDRESS 
| city ZONE ._ STATE | 
ena REL INNER kN meme 
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Full postage at the proper rate must 
be paid for each class of mail. 


© Special Recording Arrangements 
... If you customarily mail an aver- 
age of three or more registered, cer- 
tified, insured, or C.O.D. articles at 
one time, you can obtain from the 
post office, without charge, books or 
loose-leaf sheets for faster record- 
ing. These forms have spaces for 
entering the addressee’s name, ad- 
dress, and other pertinent informa- 
tion. They are presented with the 
articles at the post office for re- 
ceipting. Their use gives you an ac- 
curate record, and speeds up ac- 
ceptance of the mail. 


>» The regulations of the Post Office 
department have been consolidated 
in one book known as the Postal 
Manual. Postal instructions and no- 
tices are published twice weekly in 
the Postal Bulletin. These releases 
furnish useful information to small 
business owners and managers. To 
order, address the Superintendent 
of Documents, U. S. Government 
Printing Office, Washington 25, D.C. 
Enclose check or money order for 
the amount of purchase; no C.O.D.’s 
are accepted. There is no charge 
for handling or mailing. 


® The Postal Bulletin . . . This peri- 
odical is published each Tuesday 
and Thursday. You can obtain all 
issues by subscription at $2.25 per 


year; individual copies are 5 cents 
each. 


© The Postal Manual . . . Parts I 
and II of this publication contain 
public use material. The price is 
$2.00 per copy and includes a sub- 
scription to changes over a period 
of approximately one year. 


Purchase of the Postal Manual is 
not necessary for most small busi- 
ness mailers as the Post Office De- 
partment has _ published several 
booklets containing excerpts of the 
regulations covering subjects about 
which information is generally 
needed. These booklets are avail- 
able at your local post office free of 
charge. A list follows: 


© POD Publication—2 - Packaging 
and Wrapping Parcels for Mailing. 


e POD Publication—3 - Domestic 
Postage Rates and Fees. 


e POD Publication—13 - 


Mailing 
Permits 


@ POD Publication—14 - Combina- 
tion Mailing. 44 





Private Publications 
Offer Sales Contact 


Regular contact with the custo- 
mer in a way he'll enjoy, instead 
of resent, is the idea behind three 
private publications — available 
with company ad message — from 
Year Inc., New York. 

Ranging from an enclosure folder 
to a well-planned monthly maga- 
zine, the three publications include: 


© Facts for the Month ...a direct 
mail folder containing an assort- 
ment of little-known facts, quota- 
tions, etc., on the inside covers and 
plenty of space for company name 
and sales story on the covers. 


e Picture News . . . a newspaper 
format plus magazine treatment 
with vivid pictures of current news 
events. It is available in a four- 
page 11x17” tabloid newspaper 
size, or an _ eight-page, 8%x11” 
magazine size. Company advertise- 
ments are handled by inserts. 


@ Passing Scene ...a 16-page 
monthly magazine containg 75 illus- 
trations, approximately 4,000 words. 
8144x1034” in size, the magazine 
covers the month’s significant news 
stories and personalities in world 
affairs, national affairs and the 
American scene. Company advertis- 


ing can be imprinted on the covers, 
or put into insert. 

All three of the publications are 
designed for a wide range of reader 
interest, and none are available to 
the public on newsstands or by sub- 
scription. They carry neo additional 
advertising. 

Additional details are available. 


- . + for your copy circle 904, page 113 


Pemco Uses Animals 
To Promote Enamels 


To emphasize the “hard-cover” 
feature of its covercoat porcelain 
enamel frits to appliance manufac- 
turers and enamel jobbing com- 
panies, Pemco Corp., Baltimore, 
used a series of mailings that pro- 
moted the toughest “covers” in ex- 
istence. 

Using a different animal for each 
of the eight flyers in the series, 
Pemco ran a two-line drawing on 
each cover of such hard-shelled 
creatures as the alligator, armadil- 
lo, crab, crayfish, hippopotamus, 
rhinoceros, turtle, and the walrus. 

The cover contained no copy but 
the drawing of the animal was 
large enough to lure the curious 
reader into opening the flyer. 

While body copy was changed in 
each piece to give a different selling 








message, the same headline, “Tough 
Covercoats are Important,” ap- 
peared throughout the series. 

Additional sales impact was made You sell you r 
with line drawings of major appli- er 
ances using the Pemco frits. 

The flyers were printed on four t d k a y 
different color stocks ard the mail- ra emar w en ou 
ings —- spaced ten days apart — 
were staggered so the first colors = 
could be used again to get maxi- sive Zi Py 
mum use of the different colors. 

Halfway through the campaign, 
requests for extra copies of the flyer 
came pouring into Pemco’s office 
with comments on the clever choice 
of “cover critters.” 

After the mailings were complete, 
Pemco made extra sets of the ani- 
mals — printed on heavy white 
stock suitable for framing — and 
six percent of the customers con- 
tacted wrote in for them. 

Response to the campaign showed 
a substantial increase in sales for 
the quarter of the mailing. «4 








New Automatic Typer 
Features Dual-Selector 


A new automatic typewriter Zippo Barcroft... 
model that features a “Dual Selec- sumptuous gift for executives 
tor’ has been introduced by the 
American Automatic Typewriter 
Co., Chicago. 

The unit can be used with any 
standard electric typewriter, ac- 





















Get hard-hitting frequency of impression for your trademark! 
Have it engraved in full, rich color on the satin-smooth surface 


ieee 2 d roll q of a Zippo—as a business gift, or an incentive award for those 

commodates two record rolls, an lh 

features automatic “stops” for the in your firm. 

manual fill-in of personalized data. It means putting your mark of quality on a quality product! 
Able to operate at speeds up to Zippos are so superbly built that they work easily . . . anywhere 


150 words a minute, the Dual Push- 
Button Selector will carry 100 or 
more different paragraphs from 
which any combination of para- 


. always. Your customers will use them constantly indoors and 
out—on all business and social occasions. And the older a Zippo 
gets. the more its owner will cherish it! 


graphs can be automatically se- That means long, long mileage for your gift, at very modest 
lected and typed. investment. Each time a Zippo flashes into flame—20... 40... 60 

The new machine is 56x30x35” times a day—your products and services will be remembered! Send 
and is designed for a streamlined the coupon now! 


desk unit appearance. The average 
typist using the machine can pro- 
duce 125 letters a day. 


Literature is available. 
. .. for your copy circle 905, page 113 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


In Canada: Zippo Manufacturing Co. 
Canada Ltd., Niagara Falls, Ont 


Genuine Zippo Fluid and Flints 
make all lighters work better 





a 

! ZIPPO MANUFACTURING CO. i 

1 Dept. AR-95, Bradford, Pa. 

l Please give me full information about business gift Zippos — prices in large or I 

I small quantities, time of delivery, opportunity to use color, and the help your I 

i design department will give us in making a beautiful and distinctive gift. ! 

Vame_ 

b Address ! 

1 couldn't possibly live on what I’m i ee I 

worth. Haven’t you a job that pays 1 Fi i 
irm aeghees 

more? i I 

cnet eee anenerenenebeneen eee 
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Which One Gets the Reader? 


The Mountains in Labor 


The Mountains were said 
to bein labor, and uttered 
most dreadful groans. People 
came together far and near 
to see what birth would be 
produced; and, after they 
waited a considerable time 
in expectation, out crept a 
Mouse. 

(From Aesop’s Fables) 


Che Mountains in Labor 


The Mountains were said to be in labor, 
and uttered most dreadful groans. 
People came together far and near to see 
what birth would be produced; and, 
after they waited a considerable time 

in expectation, out crept a Mouse. 


(From Aesop’s Fables) 


Desai Sales and Advertising work together 


mightily. Why run the risk of turning out a mouse 


because of ‘“‘mousy”’ advertising? Members of the ATA 


have the Creative Approach to typography. They give 


your sales message the good setting it deserves. Call 


them in. It costs no more to set it right. Remember, 


the more readers, the more action. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 








Survey after survey has testified to the popularity of the ex- 


tended typefaces among designers; here's a guide fo the varieties 


that are currently available. 






By Margaret Reynolds 
AR Associate Editor 


Whoever said “you can’t stretch 
type” obviously wasn’t thinking of 
today’s extended typefaces, with 
their width “stretched” a full 25 to 
35% beyond normal dimensions. Or 
of that new typographic tool, photo 
distortion, than can expand a con- 
ventional face to any width or 
height desired. 

Whatever the means, the long, 
“flight-swept” look in display type 
continues to appeal to art directors 
and advertisers alike. A glance at 
current newspaper and magazine 
advertising reveals that wide faces, 
whether in hot or cold type, are 
solidly entrenched. In fact, one 
series—Bauer Typefoundry’s Venus 
—cropped up so often in general 
and business magazines when A. 
Raymond Hopper surveyed type 


trends last month (April AR) he 
put them in a separate group. 
The trend to extended display 
faces was already well launched 
when the late Edward M. Diamant 


Whats 
in WIDE TYPE 








New 








reported on them four years ago 
in AR (August 1953). He pointed 
out that this was the second time 
around for wide faces, which had 
been a staple of nineteenth century 
typography. Actually, extended 
gothics, copperplates and square 
serif faces had never disappeared; 
they’d simply been edged aside in 
favor of condensed faces. 


> With the shift to shorter advertis- 
ing copy and airier layouts, there 
was a need for wide, “low-slung” 
display faces that could match the 
impact of the taller standard sizes. 
They had to slow down the reader’s 
eye, be clearly readable, look vigor- 
ous yet somehow understated. 

The older extended faces, modi- 
fied and trimmed down for modern 
press needs, returned with renewed 
vigor. And new designs came off 
the drawing board to meet the de- 
mand. 


> What’s happened in the last four 
years? To bring the type picture 
up to date, AR queried foundries 





May i904 * ar * 69 









here and abroad. Most of those re- 
plying felt that wide types would 
be around for a long time to come. 
But Jan van der Ploeg of American 
Type Founders cautioned: 
“Extended types should be used 
when the typographic layout re- 


quires them. Their indiscriminate 
use, no matter what the space or 
layout, just because they are fash- 
ionable, obviously makes no sense 
and does not usually make for good 
typographic design.” 

Significantly, many foundries are 
now casting a slenderized version 
of their wide faces as well as the 
more familiar squat forms. In this 
group is Ludlow’s Tempo Bold Ex- 
tended, introduced last year. Along 
with these slimmed-down  ex- 
tendeds, foundries are offering a 
range of weights in wide faces. Thus 
Bauer’s Fortune comes in light, bold 
and extrabold. 


> The English Monotype Corp. no- 
tices “an increasing demand for 
semibolds as opposed to bolds.” This 
preference for lighter weights in 
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wide types is borne out by Monsen 
Typographers Inc., Chicago, who re- 
port more and more customers or- 
dering slim versions of extendeds. 

Expanded forms have become as 
much a part of many type series 
as their standard and condensed 
counterparts. Berthold, for instance, 
issues Standard in four weights plus 
extended and condensed versions. 

Other foundries have been filling 
in gaps in popular series, such as 
Lanston Monotype’s 20th Century. 
The company is now producing an 
extra-wide version—the Ultra Bold 
Extended. This is an unusually 
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20th Century Ultra Bold Extended— 
Lanston Monotype 


squat face, roughly similar to Lud- 
low’s Tempo Black Extended, is- 
sued three years ago, and American 
Type Founder’s Franklin Gothic 
Wide. 

The extra-wide Spartan Mr. Dia- 
mant looked for has not appeared 
as yet. Possibly ATF is relying on 
its Franklin Gothic Wide to serve 
when an extended serifless face is 
needed. 


> So far we have mentioned ex- 
panded types only within the serif- 
less group. Almost any face, how- 
ever, can be expanded—if there’s 
a sound design behind the expan- 
sion. These broad groups have de- 
veloped over the years: 


© Copperplates and litho faces 
@ Square serif or Egyptian faces 
® Gothics and sans serifs. 


>» Copperplates are so called because 
they are modeled on faces used 
in nineteenth century copper en- 
graving. Litho faces were originally 
cut in stone. Both are distinguished 
by delicate hairlines and a squat 
but graceful appearance. 

Good examples of extended faces 
within this group are American 
Type Founders’ Engravers Bold 
(which Mr. Diamant dubbed “the 
aristocrat of the wide modern faces 
cast” in the early 1900’s) and Litho 
Roman. 
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Litho Roman—American Type Founders 





>» Square serifs, or Egyptian faces, 
as they are better known in Europe, 
have staged a spectacular revival 
in display use. Many of these forms 
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BULLARD, 


150 VARICK ST., NEW YORK 13, N. Y. ° 


from dependable H. O. BULLARD! 


History’s fastest, most dependable messenger service—the U. S. Mail— 
delivers your proofs by OVERNIGHT AIRMAIL anywhere in the coun- 
try! BULLARD, New York’s most complete typesetting plant, pays all 
postage both ways, including Special Delivery when required. 

Wherever you are, whatever your typographic needs, Bullard’s complete 
service is only 24 hours away! Join the thousands who have relied since 
1909 on Bullard for the latest in Lino, Mono, Ludlow, foundry .. . 


COMPOSITION BY MAIL is made simple and easy for you with 
BULLARD’S ALPHABETS—a $35 book which can be yours FREE. 
This encyclopedic 536 page type reference volume is the indispensable 
tool of type directors and production men across the country. Write today | 
for your free trial copy—no obligation. Use it FREE for 10 days. If 
vou’re completey satisfied, remit $35—if not, return at our expense. 
IF WITHIN 1 YEAR OF PURCHASE YOU ORDER 
AT LEAST $500 WORTH OF COMPOSITION FROM 
BULLARD YOU GET YOUR $35 BACK! 


Write today for full details on your 10-DAY FREE 
TRIAL COPY of BULLARD’S ALPHABETS. 


For complete typographic service — get set with 
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Top: Wide Latin; Bottom: Egyptian Ex- 
panded—both from Stephenson Blake 


are noticeably extended—such as 
Stephenson Blake’s Wide Latin and 
Egyptian Expanded (perhaps the 
two widest faces), Bauer’s Fortune 
and Hellenic Wide, ATF’s Craw 
Clarendon and Craw Clarendon 
Book, and Haas Clarendon. Though 
they come in varying degrees of 
boldness, most are characterized by 
slab serifs with little or no tapering, 
even strokes and a monochromatic 
appearance. 

Commenting on the progress of 
these square serifs, Paul Bennett 
of Mergenthaler Linotype Co., says, 
“The Clarendons, like the extended 
faces generally, will, I think enjoy 
increasing popularity in the imme- 
diate months ahead. The older 
Egyptians—our Memphis series is 
typical of this basic design—seem 
not to be gaining popularity. They 
are losing ground in display use to 
the Clarendons, actually. Yet in the 
small point sizes the light, bold and 
medium weights of Memphis con- 
tinue to be widely used for a variety 
of commercial work.” 

The very monotone effect that 
makes square serifs, and wide faces 
generally, forceful in headlines and 
displays also makes them tedious 
and difficult to read in long 
stretches of text. Although some are 
cast in sizes from 8 pt. up, very few 
extendeds are used for body copy 
of any length. 


> Gothics, or Grotesques as they are 
known in Europe, and Sans serifs 
are the serifless forms that took 
very early to the extended treat- 
ment. Perhaps the best known in 
this style is Venus, produced by 
Bauer Type Foundry in a variety of 
weights. The Ludlow Tempo series 
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Tempo Bold Extended—Ludlow 


resembles it somewhat. Closer to the 
older gothics is Franklin Gothic of 
ATF. 

With the steady growth of gothics 
in display use, admen can soon ex- 
pect to have an even greater range 
of extended serifless faces. As if 
present and future prospects weren’t 
enough, they also have at their dis- 
posal photographic distortion of 
both hot and cold types. 
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> What can photographic distortion 
accomplish? As practiced by Mon- 
roe Photo Inc., Chicago, specialists 
in type adjustments, the camera 
process can: 


@ Extend the width of letters while 
holding the height 

@ Increase the boldness of a face 
or “squat it out” 

e Add outlines or shadows to let- 
ters 

® Slope letters to the right or left 
@ Present a typeface in perspective. 
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Hellenic Wide—Bauer 


This list doesn’t exhaust the cam- 
era’s legerdemain; it simply sug- 
gests what applies to extended 
typefaces. The extremely versatile 
process permits working from re- 
production proofs or contact nega- 
tives of metal or photographic type. 

One or more prisms placed be- 
fore the lens are used to distort 
the type to the desired degree. The 
proof or contact print is then pho- 
tographed through the prism and 
developed. Either positives or nega- 
tives will be furnished as desired, 
for eventual reproduction via let- 
terpress, offset or gravure. 

Photographic alteration has the 
advantages of speed and great flexi- 
bility. It is not a substitute for com- 
position, but a useful adjunct to it— 
particularly when the client changes 
his mind suddenly and a closing 
date is looming. It’s especially worth 
remembering when unusual effects 
are needed. 


> Surveying extended types in the 
cold type catalogs, we find close 
duplicates of those available in 
metal. An additional feature is the 
broad assortment of “hand-letter- 
ing” forms in extended versions. 
Many of these have a “one-time” 
appeal, but the best designs fill a 
genuine need. 

The past four years have proved 
the staying power of the expanded 
faces. With the next pendulum 
swing their popularity may dimin- 
ish, but it’s doubtful that these 
twice-tested faces will gather dust 
in the type case again. 44 


Murray Hill Bold 
Issued by ATF 


The bold version of Murray Hill, 
the contemporary script designed 
by lettering artist Emil Klumpp, 
has been announced by American 
Type Founders, Elizabeth, NJ. 





handsome is as handsome does... 


in any situation 


FORTUNE 


meets the demand 


This handsome, rugged type adapts to all situations. 

Fortune Light for text, Bold for subheads, and Extrabold for 
headlines allow you to specify a basic face for all-round use. 
Every size for every need. Available in light, 8 to 60 point; 


Bold, 8 to 60 point; and Extrabold,10 to 60 point. ,4, 
BAUER ALPHABETS, Inc. 8 
235 East 45th Street - New York 17, N. Y. OXford 7-1797-8-9 


This ad is set in FORTUNE 41457 


Know-how with Care-for 


oR 
Here Type Can Di Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago | 
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you are interested in improving the appearance of your ads. . . 
making them easier to read...adding that “touch of distinction” 


BECAUSE... 


@ You will get a sharper, cleaner printing surface, 
because each letter is individually cast from the 
same mold. 





@ You can set more copy in any given space with- 
out sacrificing readability. 


@ Copy can be set 60 picas wide at no extra cost. 


Other systems cost you from 50% to 100% more 
for all widths over 30 picas. 


@ Corrections and author’s alterations easily made 
without resetting a full line. 


@ Better fitting italics with Monotype . . . neither 
the roman nor the italic suffers any compromise 
in shape. 

@ You have hundreds of faces to choose from— 
there’s a face to fit every job. 


When You Want Character In 
Your Copy Set It In Monotype ! 


dALONOW AdIOddS 


Type set in Monotype faces Bodoni and Stymie 


LANSTON MONOTYPE COMPANY /| 


ar | 


AdALONOW AATOAdS 





A Division of Lanston Industries Incorporated 
| 24th & Locust Streets, Philadelphia 1, Pa. | 
, ia ti gs es PTS 
__ Gentlemen: Send me your kit of new Monotype faces. Gans 2 
NAME €. vm ta hy Sib see be ala Ra ADS 0 5-0 bs oes eV Shey oe Oe ee WS a Biel NS RR ae 
sus sie iene tan eames aaa as aaa caely OEE - 


TYPOGRAPHERS 


TO THE 


SOUTHWEST 


QUANTITY 
PHOTOS 


CA ah BY 


ic 


KIER PHOTO SERVICE 


Dept. AR, 1220 W. 6 St ind 13 


Skilled composition 


| 

| 

| 

| 

| 

| 

8 x 10's as low as 7 cents. Prompt out-of-town delivery | 
| 
| 
| 
| 
| 
| 
| 


Postcards as low as 2c. 
Write for samples and 
complete price list on all 
sizes and quantities. 





MATS « STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 





Clevel Ohio 
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Murnay Hill Bold 


Sizes range from 14 to 72 pts., are 
stocked by all forty ATF franchised 
dealers in the U.S. and Canada. 

Jan van der Ploeg, ATF sales 
manager, explained that “in cutting 
Murray Hill Bold, great care has 
been taken to retain the casual ap- 
pearance and loose construction of 
the original Murray Hill letter- 
forms. Both of the faces are cut in a 
contemporary style of hand-letter- 
ing without a special body structure 
such as angle or wing body. Care 
has been taken to avoid fragile 
kerns or overhangs, or anything else 
in the designs that could cause 
troubles in reproduction.” 

A specimen sheet, with suggested 
uses, is available. 
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Bauer Issues Guide 
To Hand-Set Types 


“Mark-up made easy” is the boast 
of a new type’ calculator from 
Bauer Alphabets Inc., New York. 
It takes the form of a 36-page 
booklet, which gives a complete 
showing of all Bauer types with an 
indication of the size range of each 
type series. Each page is scaled in 
both picas and typewriter charac- 
ters to make copy-fitting and lay- 
outs easier. 

The booklet spans the Bauer 
foundry collection from Astoria to 
Weiss Roman. All alphabets are 
made for hand-setting, the advan- 
tages of which are underlined in 
the booklet’s introduction. This 
points out that hand types are ex- 
tremely flexible, permitting very 
fine adjustments in spacing. Pre- 
cision made, they are only one step 
removed from the original die. Fur- 
thermore, the quality and durabili- 
ty of hand types have kept pace 
with machine-set type, the book- 
let maintains. 

Printed on enamel in two colors, 
the type calculator offers complete 
upper and lower case alphabets and 
numerals for guidance in planning 
layouts. 

- . « for your copy circle 936, page 113 


Fancy Penmanship 
Revived in Prints 


Executive suites may soon be 
graced with samples of penmanship 
dating from pre-typewriter days. 
The clerkly cursive hand that was 
used in all business documents in 
the 18th century is showing up 
again in a series of facsimiles of 
old calligraphy produced by Docu- 
ment House, Greenwich, Conn. The 








For precise colors... 
SPECIFY THE STANDARD OF EXCELLENCE 


When you pick a color from Gaetjens, Berger and Wirth’s 
Offset Ink Sample Folder, you can be sure the ink matches 
exactly... because CICO Coated Papers portray colors so 
precisely they enhance all color detail and work trouble- 


free even on intricate jobs... such as the press sheet 


L 


above which was run through fourteen times. 
CHAMPTION-INTERNATIONAL CO. 
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These leading paper merchants can supply 


CONNECTICUT 

John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 
Stanford Paper Company 

3001 V Street, N.E. 

Washington 18, D.C. 

LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


MASSACHUSETTS 
Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-3870 

Donald Wyman, Inc. 

683 Atlantic Avenue 

Boston, Massachusetts 

HAncock 6-6282 


MICHIGAN 


Chope-Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7 -6800 


NEW HAMPSHIRE 
John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Co., Inc. 
461 Central Avenue 

Newark 7, New Jersey 
HUmboldt 2-5600 


NEW YORK CITY 
Bulkley Dunton & Company, Inc. 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


NEW YORK CITY 


Hobson Miller Paper Company, Inc. 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins-Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rechester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 
Atlantic Paper Company 
Lehigh Avenue at 3rd Street 


Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 


John Carter & Company, Inc. 

421 Industrial Trust Company Building 
Providence, Rhode Island 

GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1 -8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

Burlington 4-6079 


EXPORT 


Elof Hansson, Inc. 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 
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COATED PAPERS 


Cico-Gloss Cico-Offset 
Cico-Flex Cico-Graph 
Cico-Print Cico-Duoset 
Cico-Fold Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 
BY 


AccuRlay 


CHAMPION-INTERNATIONAL Go. 


ta/ /, 
of be AMVCHCE, - It assachusells 


MANUFACTURERS OF QUALITY COATED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 
Complete art and production details upon request. 








publishers have revived many sam- 
ples of the swirling penmanship 
whose subject matter is not only 
nostalgic, but closely woven into the 
history of business and industry. 

A folio of six snow-parchment 
facsimiles—10x14’’"—ready for fram- 
ing, is priced at $10. Each print 
spells out a basic precept of prin- 
ciple near and dear to a business- 
man’s heart, beginning with Repu- 
tation, Wisdom and Honesty—and 
ending with a penetrating chat on 
the use of Prudence in Getting 
Riches. 

When framed and hung in offices, 
say company spokesmen, this hand- 
writing-on-the-wall can speak for 
management as well as any latter- 
day institutional advertisement. 
Subject matter dates back to 1736. 

Document House operates from 
P.O. Box 242, Greenwich, Conn. ¢4 


Amsterdam Launches 
Old Gothic Italic 


Specimen sheets of an imported 
sans serif—Old Gothic Bold Italic— 
are offered by Amsterdam Con- 
tinental Types and Graphic Equip- 
ment Inc., New York. Described as 
“a grotesque typeface in the con- 
temporary idiom,” it has strokes of 
varying thickness to enhance the 
italic thrust of the face. It belongs 
to the general group of expanded 
faces influenced by nineteenth cen- 
tury models. 


OLD GOTHIC 
BOLD ITALIC 


Old Gothic Bold Italic comes in 
10, 12, 14, 18, 24, 36, 48, 60 and 72 pt. 
sizes. Both capital and lower case 
alphabets are available. 
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Pre-Inked Marking Pen 
Labels Any Surface 


Samples and details on a felt- 
tipped, pre-inked marking pen that 
can be used on any type of surface 
are available from the Faymus Di- 
vision, Bankers & Merchants Inc., 
Chicago. 

Called the “Chemirac” because of 
its secret-formula ink, this labeling 
device has a chemically-treated felt 
tip and gives lasting identification 
on metal, cloth, foil, rubber, cello- 
phane, polyethylene, ceramics, bur- 
lap, paper, wood and glass. 

The pen retails for 69c and is 
available in various colors. 


... for your copy circle 902, page 113 





shows combinations 
at a glance 


Now, in a matter of seconds, you can see exactly what type 
faces combine most effectively ... how many characters there 
are to the inch... how lines look when leaded... the appear- 
ance of italics... how light, medium and bold faces compare 
... and other characteristics that enter into type specification. 

For the Type Selector, Monsen has selected the 24 most used 
body faces and 24 most used heading faces in advertising and 
printing—those preferred by leading art directors, designers 
and typographers. Of course, if you need other type styles, 
there are more than 750 of them at Monsen, ready to serve you. 

This book is a “must” for the desk of all who work in the 
graphic arts. It will save many hours of searching and wondering. 


ONLY ONE DOLLAR—o0 those who buy or specify type. Clip 
a dollar to the coupon below or your company letterhead and 
mail it to your nearest Monsen office. A copy of the Type 
Selector will be sent to you promptly. 


Chicago 11, Ill. Los Angeles 15, Calif. Washington 5, D.C. 
22 East Illinois St. 928 South Figueroa St. 806 Fifteenth St., N.W. 





Please send me a copy of the Monsen Type Selector. | am enclosing 
one dollar ($1.00). (1! buy ( specify typography. 
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ie LE EN =“s TEX’ puts your POP in the 
Center Ring of Selling ! 











NEEDS NO WATER! 
KLEEN-STIK goes up fost 
and easy without water, 


te or tape. Simply peel 
backing and press into-place. 


GETS ATTENTION! 


KLEEN-STIK displays roar 
out your sales message from 
the best locations. Dealers 
give them: preferred posting 
because they’re.so clean and 
easy to put up. 


AVAILABLE only 
through your regular 
printer, lithographer or 
silk screener in an 


unlimited variety of styles! 





SOLID KLEEN-STIK 


ADHESIVE STRIPS & SPOTS 


eee ee eee eee —_——— 


KLEEN-STIK Products, Inc. 


7300 WEST WILSON AVENUE * CHICAGO 31, ILLINOIS 
Pioneers in Pressure-Sensitives for Advertising and Labeling 


90 + ar + May 1957 








FACE-STIK 





ANY SIZE! 


No matter how large or:small 
your display, KLEEN-STIK 
will help you put it up... 
and keep it- up! 





3-DIMENSIONAL 
DISPLAYS 


Greatest “show” on earth—that’s what you get when you add the 

proved attention-pulling power of KLEEN-STIK to your P.O.P. program. 
This modern moistureless, self-sticking adhesive offers a veritable 
“circus” of exclusive advantages that help you capture a larger share of 
your audience. To make your displays the star performers of the 

P.O.P. stage, give them “big top”’ prominence with KLEEN-STIK! 





EXTRA STRONG! . 


KLEEN-STIK‘s moistureless 
adhesive sticks tight on any 
hard, smooth surface ~— won't 
let go in spite of moisture, 
heat, or dryness. 


TALENTED! 


Versatile KLEEN-STIK adapts 
easily to printing, and 
die-cutting — makes possible 
many unique, ‘effective 
display ideas. 











PRODUCT & 
PACKAGE LABELS 





KLEEN-STIK — 








See how leading advertisers are using 


write for our free 
‘‘Idea-of-the-Month”’ 


Club service! 
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ROCK CITY 


A simple, but consistent, program of highway advertising has built 


Rock City into one of the South’s outstanding tourist attractions. 


By George Meredith 


More than 5,000 barn roofs and 
roadside signs in 21 states have 
built attendance at Rock City, on 
Lookout Mountain in Tennessee and 
Georgia, to the rate of 200,000 cars 
a year. 

The fact that the majority of these 
signs are quite literally “for the 
birds” need be no disparagement — 
for 3,300 of them are painted on the 
roofs of bird houses. 


> Repetition, that staple of adver- 
tising philosophy, has a_ cousin 
called curiosity in Rock City’s book. 
With all those signs, the repetition 
hardly needs affirmation. The cu- 
riosity comes with the fact that 
about 95% of the signs carry just 
three little words: “See Rock City.” 
The other five percent or so add 
mileage figures or other copy that 
tells little more about what Rock 
City is or why you should care to 
see it. 

One other thing stands out in 
these signs in addition to the sim- 
plicity of the copy: virtually all are 
starkly black and white. “Every- 
body else uses bright colors,” says 
E. Y. Chapin III, president of Rock 
City Gardens Inc. “We started with 
black and white because that was 
the easiest way. But we've stayed 
with it by choice. We think we get 
much better attention in competition 


with all the color work along the 
roads today. 

“We have a difficulty in adver- 
tising effectively,” Mr. Chapin says, 
“because you can’t truly describe 
the beauty of Rock City. All we 
can do is ask people to come and 
see it. ‘See Rock City’ arouses their 
curiosity, but most people don’t 
have any idea what they’re going 
to see when they get here.” 


>» Actually Rock City is a ten-acre 
tract on top of Lookout Mountain 
near Chattanooga. It was once a 
homesite for Garnet Carter, who 
was promoting 600 acres as a poten- 
tial fairyland on the mountain. His 
greatest claim to fame is probably 
his invention, for the entertainment 
of guests at his Fairyland Inn, of 
Tom Thumb Golf about 1928. 

From Rock City one can allegedly 
see points in seven different states 
— Tennessee, Georgia, North Car- 
olina, South Carolina, Alabama, 
Kentucky and Virginia — and the 
near-sighted can wonder at the 
picturesque rock formations and the 
wild flowers, shrubs and _ trees 
artistically planted by Mrs. Carter. 
The gardens feature a Lover’s Leap, 
a Fat Man’s Squeeze through the 
rocks, a Swing-Along Bridge, High 
Falls and a 1,000-ton Balanced Rock 
among other attracions. 

Mr. Carter charged only 10c ad- 
mission to his. original “picnic 


ground,” but the price today for the 
tour of Rock City is $2 a head. It is 
open all year ’round, though three 
quarters of the business comes from 
the end of June through Labor Day. 


>» To keep the traffic moving in, Mr. 
Carter decided in 1940 to try ad- 
vertising on barn roofs, with the 
help of a sign-painter friend. From 
this the program gradually ex- 
panded to include a variety of dif- 
ferent posters and bulletins, bus 
and taxi signs — and mail boxes. 

Carter himself developed “a cute 
idea” to build simulated barn roofs 
to put over rural mail boxes — each 
roof reminding passers-by to “See 
Rock City.” This was fine until the 
post-office department failed to 
match his enthusiasm for the plan; 
it was, in short, against the law. 

At this point, looking for a new 
medium, someone suggested joking- 
ly that they paint the roofs of bird 
houses. 


> Mr. Carter was not a man to let 
a good idea get away. “That’s what 
we'll do,” he said. They made a 
small bird house, painted it red and 
white, put a black and white Rock 
City sign on the roof, mounted the 
house on a pole. Then Ed Chapin, 
Carter’s nephew and associate, went 
prospecting for a good traffic loca- 
tion for the new bird house. 
Engaging a _ friendly 


farmer in 
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Barn Signs . . . The minimal copy cre- 
ates curiosity, but barn roofs are be- 
coming harder to find. Newer signs are 
self-standing, but still black and white. 


conversation, he finally got to the 
point — he had a bird house that 
was a sure thing for martens; this 
was a nice location; might he put up 
the bird house? “Well,” the farmer 
replied, “there hasn’t been a marten 
in these parts for 15 years, but go 
ahead if you want to.” 


> That was the first of 3,300 bird 
houses now dotting the countryside 
in front of motels, service stations, 
private homes, or standing alone in 
fields. Since Mr. Carter’s death in 
1954, Ed Chapin has continued the 
program with little change. 
Today the score on other types of 
signs stands at 850 barn roofs, 185 


billboards, 390 bus sides, 450 taxi 
posters, 75 truck posters. 


> The barn roofs and bird houses 
are maintained by Rock City’s own 
traveling crews — two on roofs, one 
handling the bird houses. While the 
bird houses are pretty well concen- 
trated within 50 or 100 miles of 
Rock City, the barn roofs and bul- 
letins spread over 21 states in the 
Midwest, South and East. 

More and more baked-enamel 
metal signs are supplementing the 
barn roofs today, with Allen Mor- 
rison Co., Lynchburg, Va., supply- 
ing large numbers of them. This 
firm also does the metal bird-house 
roofs, though the houses themselves 
are made of wood by a local sup- 
plier in Chattanooga. 

Barn roofs are still the mainstay, 
however, when they can be used. 
They cost $5 rent per year, plus the 
painting. Many owners of barns and 
similar structures are still most re- 
ceptive to the idea, since this often 
represents the only paint the build- 
ing has seen in many seasons. 

The little bird houses, by con- 
trast, cost $25 each to make and 
place — though no rent is paid. The 
only problem regarding locations, 
Chapin says, is restricting them to 
useful spots. Hardly a day goes by 
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to come up with the best bargain in town. Nobody ate 
him up, really...they just all rushed to take advantage 
of a studio shot of their product and 25 8x10 prints 

for $10.00! It’s the same studio that has always 

offered the best deal on copy prints from your art or photo. 


8x10 PRINTS 8% CENTS EACH IN LOTS OF 100... 


Free folder on how to 
make the most of copyprints! 


SUPERIOR 7-8288 


119 WEST HUBBARD ST. * CHICAGO 10, ILL. 
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without three or four letters asking 
for a birdhouse to put in a front 
yard. Many people offer to pay for 
the privilege of advertising Rock 
City in this manner. 


>» Among the newest outdoor media 
are a limited number of 24-sheet 
posters which now account for 
$30,000 of Rock City’s anual $300,000 
advertising budget (over half goes 
for outdoor, the rest mostly in 
printed matter and advertising spe- 
cialties). These involve Rock City’s 
only use of color — in cartoon-style 
illustrations with simple reminder 
copy. 

Motels are a mainstay of Rock 
City’s program. Besides using bird 
houses, many display rubber Rock 
City door mats, restaurant guest 
checks, pictures of Lover’s Leap 
and other specialty items featuring 
the Gardens. “If the motels like us,” 
Ed Chapin points out, “we get lots 
of business, because people ask 
them about Rock City.” 


>» The bumper strip, a classic for any 
tourist attraction, is an important 
Rock City medium — in black and 
white with the same three-word 
message. A crew of boys works all 
winter threading metal fasteners 
onto the strips for the summer rush. 
The strips are put on cars from 
every state in the union each sea- 
son. There has been only one ex- 
ception — a year when no one 
showed up from Nevada. Ed Chapin 
wrote a mild complaint to the gov- 
ernor of that state. 

It’s becoming increasingly diffi- 
cult to get roadside locations, he 
finds, because of legislation in some 
areas and the large number of 
super highways on which roadside 


All Over the Map . . . Margaret Dahr- 
ling, assistant to Rock City’s president, 
points out the attraction’s location on 
a map that indicates the location of 
hundreds of roadside signs. 





We ae you select FALPACO Coated Blanks for your printing jobs, you are actu- 
ally getting many benefits that you may not have been aware of. 


Did you know for example, that every shipment of FALPACO Board is hand sorted 
and counted by quality control inspectors .. . and that after sorting every sheet is 
guillotine-trimmed on all four sides with trimmer knives that are changed daily? 
Even though this adds to our manufacturing costs, we feel we owe it to our custom- 
ers to trim square on four sides to assure uniformity of size and good, clean edges. 


These hidden values mean less washups and downtime, resulting in greater 
production. 


Do as so many thousands of other printers and production men have done 


.. specify FALPACO 


Distributed by authorized paper merchants from coast to coast. 


NEW YORK OFFICE —500 FIFTH AVENUE, NEW YORK 36, N. Y. MILLS: FITCHBURG, MASS. 
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DISPLAY SHIPPERS 


GIANT PRODUCTS 


FLOOR STANDS 


R. Cc. ADAMS 


807 STATLER BLDG. 
BOSTON 16, MASS. 


MANUFACTURERS OF PAPER BOARD 
AND PAPER BOARD PRODUCTS 








8 & S S& S& To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., Chicago 
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207 EAST 37th ST. 
NEW YORK 16, N. Y. 


Highway Signs . . | While these carry out 
the birdhouse theme, they are Rock 
City’s first use of color. 


advertising is restricted. 

But Ed Chapin is still thoroughly 
convinced that the signs which built 
Rock City are the best way to use 
his advertising dollar and he’s con- 
tinuing to expand their use as much 
as possible. At the same time, Rock 
City has a big conversion program 
under way to replace all its old 
bulletins with new ones of baked 
enamel, needing less maintenance. 

With these signs running from 
Milwaukee to Key West, urging 
motorists to “See Rock City,’ Mr. 
Chapin recently learned that an- 
other type of Rock City sign is 
spreading the word even farther. 
A friend visiting Europe reported 
seeing a bumper strip with the 
magic words on a car in Paris. ‘4 


Falstaff Boosts Beer 
By Featuring Steaks 


Taking advantage of the many 
famous steak houses in St. Louis, 
Falstaff Brewing Co., has used a 
cut-out rotary unit that suggests 
beer as the best beverage to ac- 
company a fine steak. 

A giant-sized bulletin with four 
cut-outs, the unit shows a good- 
looking waitress serving a can of 
Falstaff beer and a sizzling steak. 

The trend toward less copy on 
posters is also seen on the poster 
with the use of only two words: 
“Chef's Special.” 

The unit was erected by the Gen- 
eral Outdoor Advertising Co. 44 
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Painted Spectacular . . . These painted ads are always placed 


can see it for a block in both directions, whether the bus is 
on the street side of the bus, so motorists and pedestrians 


moving or is at a standstill. 


dvertising on Buses 


Placing advertising messages on the outside of 
buses creates no great problems if you take a 


tip from the experience of these Milwaukeeans 


By Benn Oliman 
AR Milwaukee Correspondent 


A bus rolling down Main Street 
in the average American commu- 
nity completely bare of advertising 
spreads on its outside nowadays is 
an oddity. Such a denuded transit 
vehicle would probably earn as 
many double-takes from pedestri- 
ans as a horse-drawn street car. 


> Exterior bus ads range from 
“spectaculars”. blanketing almost 
the entire side of a bus, measuring 
18 to 19’ in length, and over 4 in 
height, to a blown-up Pepsi-Cola 
bottle cap on the nose of a bus like 
carved figures on the prows of an- 
cient fishing vessels. Also popular 
are strip ads 12x60’, and 15x40” 
signs for messages on the front and 
rear ends of buses. 

The theory in making up effective 
outside bus ads is basically the 
same as that applied to designing 
billboards. The messages should be 
complete, yet short and punchy. 
Colors should be bright, primary. 


Simplicity is the keynote because 
impressions are made in a fleeting 
exposure. 

What kind of advertisers use 
outside bus ads? “All kinds,” says 
Ben S. Cannon, v.p. and general 
manager, Transport Ads of Mil- 
waukee Inc. “In Milwaukee, we 
have practically every bank, sav- 
ings and loan association, super- 
market chain, meat packer, depart- 
ment store and major appliance 
outlet using outside bus ads. Many 


of the firms using bus ads report 
that the impact has been stronger 
than any other medium they have 
ever used.” 


> “Spectaculars” are always placed 
on the street side of the bus, so that 
motorists and pedestrians can get 
a full perspective for at least a 
block in both directions whether 
the bus is at a standstill or in mo- 
tion. 


Particularly effective results, re- 


_TRANSPORT-ADS OF MILWAUKEE INC. 


Layout Sheet . . 


Supplied by the transport ad firm, this shows the space available 
for advertising on the different types of vehicles 


The artist works on such a sheet, 


35” long in its original form, and turns it over to the sign painters 
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of every shape, size, 
and quantity 
under the sun! 


w Our creative staff will be 
happy to offer helpful sug- 
gestions to solve your display 
problems; no obligation, 
course. Call or write today. 
Serving large and small 
companies everywhere. 
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Finer Balloons 


That Build More 
Good Will 


Ate ent 
Balloons 


Constant printing research has kept 
us years ahead of our competitors 
... you get balloons with clear easy- 
to-read imprints. All Qualatex bal- 
loons are test-inflated . . . we know 
they hold air. Phone Betty Wolfe at 
Willard, Ohio, 231 for our prompt 
personal service. 


Mail Coupon Now For FREE QUALATEX Balloon 
Information. 


1 
| The PIONEER Rubber Co. 
410 Tiffin Road 
Willard, Ohio 
| Please send me: 
| C] Name of my nearest QUALATEX 
Distributor. 
| () Free “Advertising Balloon Fact 
Pack” (Ideas, samples, prices and 
imprint worksheet). 
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ports Mr. Cannon, have been 
obtained by advertisers using the 
space at the rear of buses. Motorists 
who pull up behind a bus at a stop 
sign are virtually captive audiences 
for the few seconds that elapse un- 
til the red light changes. These 
signs on the back-end of the buses 
are very popular with Milwaukee 
advertisers. 


> One of the most successful run of 
bus ads noted here recently was the 
Lou Ehler’s Buick series. Handling 
the account was the Fairman Agen- 
cy. Robert Fairman and Warren 
Richmond planned the series, based 
on a number of clever limericks 
and cartoon style illustrations pro- 
duced by artist Samuel Gansheroff. 

In planning the Lou Ehler’s 
Buick Series, says agency head 
Robert Fairman, the back end of 
the bus was decided upon for the 
signs because they were slanting 
their sales message at people who 
already owned automobiles. 
“Though we were using bus signs, 
we were interested in hitting that 
segment of the public that doesn’t 
ride buses,” he says. “We wanted 
to contact that fellow thinking of 
buying a new car while driving his 
own clunker behind the bus. In at- 
tempting to get him to do more 
than just note the company’s name, 
we violated some generally ac- 
cepted basic principles of good bill- 
board sign makeup and design and 
used a wordy message. We felt that 
a successful outside bus ad doesn’t 
necessarily have to be a roving bill- 
board.” 

Instead of working up short, 
snappy copy, Mr. Fairman and 
Mr. Richmond came up with 
five-line limericks that were hu- 
morous, lent themselves well to 
cartooning and did a good soft- 
pressure selling job for the client. 
After the Lou Ehler limericks hit 


Typical Rear Sign . . . While license 
plate and bus numbers must not be ob- 
scured, the design can be drawn around 
the existing elements. 


the streets of Milwaukee, comments 
began to come in from many quar- 
ters that illustrated their impact. 
Some people actually complained 
that they became engrossed in 
reading the verses, forgot where 
they were driving, and drove blocks 
out of their way. 

Slow readers stated that they fol- 
lowed some buses for blocks until 
they completed scanning the last 
line. Each limerick was numbered, 
and it became a game and a chal- 
lenge for a lot of motorists to try to 
find the complete series, in their 
travels through Milwaukee streets. 

With the growing popularity of 
outside bus signs, according to Mr. 
Fairman, it is becoming important 
to have something different in or- 
der to catch the public’s eye. “It is 
also helpful to have a client who is 
not too anxious for immediate re- 
sults, so that you have the time and 
freedom of action for a little ex- 
perimentation.” 


> Bus sizes vary slightly in Milwau- 
kee, as in most other cities. In 
operation are trolley buses, gaso- 
line and diesel varieties. Dimen- 
sions are different for each of 
these types, and stoplight, tail lights 
and trolley housings on the rear 
require specially planned designs 
and layout. 

In the Lou Ehler Buick series, it 
was necessary for artist Gansheroff 
to get out on the street to study the 
buses, before he began his layout 
work. For limerick number one, 
Mr. Gansheroff worked in the tail 
light as a part of the Indian tepee 
decoration. Licenses and bus num- 
bers must not be obscured. 

Most effective signs, says Mr. 
Gansheroff, were painted on a black 
background, using red and yellow 
sans serif lettering. In each instance 
Lou Ehler’s name was in reflective 
Scotch-Lite. The identifying spon- 
sor’s name was placed in Scotch- 
Lite tape at a height where it would 
be hit by the head lights from cars 
behind the buses at night. “If the 
drivers didn’t read the limericks, at 
least the client’s name was sure to 
make an impact,” he explains. 


> The transport ad firm provides 
agencies with a layout sheet which 
gives the exact dimensions of each 
bus exterior. The artist does his 
layout, specifies colors and lettering 
styles and turns it over to the 
transport company sign painters. 
To keep advertisers satisfied, the 
bus company in Milwaukee agrees 
to keep the messages clear and vis- 
ible by washing their vehicles at 
least every two weeks—an impor- 
tant factor during rainy and snowy 
weather. 44 





‘ FLUORESCENT COLOR? 
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OUT OF 4 THINK FIRST OF DAY-GLO®! 


Advertisers and agencies all over the country know 
from experience that Sunbonded® DAY-GLO is the 
highest quality daylight fluorescent screen color you 
can buy! As a matter of fact, a nationwide survey 
shows that when users think of fluorescent color, 3 
out of 4 think first of DAY-GLO! And now it is priced 


lower than ever before...priced right for every 


market! So now there’s no reason to settle for 
imitations; no reason to settle for anything less 
Sunbonded DAY-GLO! 

A new Switzer color guide makes it easy for you 
to specify Sunbonded DAY-GLO colors of your 
choice. For your free guide, write to Switzer Brothers, 
Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


than the best — genuine 


SPECIFY GENUINE SUNBONDED DAY-GLO AND BE SURE! 















Outdoor 
Display 
ideas... 
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> PENNANTS 





For long or short term use. In drill-cloth, paper, 
polyethylene, or plastic-impregnated cloth. 
Printed or plain. Variety of colors. Any length 
desired. Ready to hang. 
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> LETTER-BANNERS 


BIIRITIH|DIAIY MBSIAILIE 


We spell out your message with big 13” x 19” 
sturdy cloth letters, sew on sisal ropes and ship 
ready to put up. White letters on red or blue 
background; or red Day-glo letters on blue 
background. 


> WINDOW 
DISPLAY 
LETTERS 





Heavy paper cutout letters and numerals faced 
with fluorescent. For windows. Sizes: 9” (5 col- 


ors) and 20” (red only). In any assortment or 
96-chorocter set. 


>» CUSTOM-MADE DISPLAYS 









WAREHOUSE 
SALE | 


From your rough sketch, we will develop and 
produce practically any outdoor display in 
paper, cloth or plastic. Quick, accurate setup 
for collating, mailing or drop-shipping to one 
point or 20,000. 


> FREE CATALOG 


Full details on these and other outdoor display 
items made by Pratt will be found in the new 
Pratt catalog. For your copy, mark the card 
in this magazine, or write... 
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Pratt Poster Co. 


PRINTCRAFT BLD NDIANAPOLI® 4. INE 
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Motion plus Illumination 
catch the eye. 


This 


Planning Pays Off . . 


successful display 
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used a swiveling red light to 


Sealy Displays 
Pre-sell Mattresses 


By Gerald C. Shappell 
Advertising Manager 


Sealy Inc 
Chicago 
An effective national program 
needs a_ carefully planned and 


powerful display program. It must 
be planned to tie in with our na- 
tional advertising, and powerful 
enough to capture dealers’ windows 
through exciting dramatic displays. 

The size of our product presents 
a particular difficulty in designing 
an eye-catching display. Each must 
contain a twin or full-size mattress, 
and mattresses, by themselves, are 
not especially dramatic. Thus our 
display must tell the Sealy story 
quickly, emphatically and with a 
limited amount of copy. 


» Each display has three tasks: te 
stop traffic, to propel it through the 
door and into the bedding section, 


and to pre-sell the product and 
simplify the sales clerk’s closing 
talk. 

To achieve these ends, we re- 


quire a neat integration of all ele- 
ments. Plans board thinking, pro- 
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duction, and delivery must be 
meshed smoothly to come out with 
the final result. 


A window display for a mattress 
takes up a lot of room, and it is 
not easy to get dealers to agree in 
advance to allocate the space. They 
need something specific before they 
are willing to sign up for our pro- 





Miniature Displays . 
one of the mock-up displays which help 


. . The author shows 


to sell dealers and get window space 


= a FS. 
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We are proud to be as- 
sociated with the industry 
leaders in the creation, 
design and construction of 
colorful, distinctive illumi- 
nated plastic signs for 
every purpose. 
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DISPLAY USERS 
& PRODUCERS 





FOR TUBES & POLES 
%" TO 36” DIAMETER 
ANY LENGTH, CHOICE OF 


SLOTS, NOTCHES, HOLES 
PUNCHED TO YOUR SPECIFICATIONS 


Send for your Free RTC 
Constructo-Demonstrator 


ROUND TUBES & CORES CO. | 
| 803 N. Peoria St. + Chicago 22 
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gram. The most effective tool for 
getting this cooperation is one 
which we have worked out with 
Berger-Rivenburgh, Chicago, our 
point-of-sale consultants. 

After the design and copy has 
been finalized, Berger-Rivenburgh 
turns out working miniatures of 
the displays, in enough copies for 
each of our salesmen. As a clincher, 
these replicas have proved to be far 
superior than talk or even photo- 
graphs in dramatizing the promo- 
tion for the dealer. 

In addition, the model enables 
him to visualize his decorated win- 
dow and to determine his needs for 
collateral material for use both in 
the window and in the store itself. 


> Sealy’s golden sleep promotion is 


the result of this kind of integrated 
thinking and planning that utilizes 
the full resources of ourselves and 
our suppliers. The swivel light, 
which swings back and forth, at- 
tracts immediate attention, and 
made our promotion one of the big- 
gest and most successful in bedding 
history. 

We are particularly proud of the 
fact that department stores, notori- 
ously reluctant to use manufactur- 
ers’ display materials in their win- 
dows, have given us a high degree 
of cooperation. 

The results of these promotions 
have encouraged us to put more 
and more emphasis on point-of-sale 
displays, not only in terms of big- 
ger pieces, but more of them as 
well. 44 


4 bedrooms, 3 baths... 2 FORDS 





From the land of sky blue waters 


Outdoor Poster Winners . . 
Competition of Outdoor Advertising Art, 
Chicago. First grand award went to the Ford Motor Co. poster; 


director; Irv Olson, artist; J. 


Walter Thompson Co., 


. These are the three top winners in the 25th National 
sponsored by the Art Directors Club of 


George Booth, art 


agency. Procter & Gamble 


took the second grand award for its Blue Cheer poster, with Arthur Seller, AD, Ray- 
mond Savignac, artist and Young & Rubicam, Agency. Theodore Hamm Brewing Co. 


got third award for its poster prepared by Len Avery, AD, Carl Paulson, artist 


Campbell-Mithun Inc., agency. 


, and 
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on the latex sealed double card. 
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more SEE with a C-pak 


The clear acetate vacuum-formed cavity of this package for the 
Sears Roebuck & Co. Homart Aerator gives perfect visibility from 
almost every angle and protects the product. Information is printed 





wanxscrarr AC ANIMATION 


sells more pens* 


Now Hankscraft's new laboratory and supply facilities can solve your 


motor display problems efficiently and economically with AC or 
battery-operated motors. 


Just send us a cutout dummy and rough sketch — we'll engineer the 
animation and equip it with the Hankscraft display motor most prac- 
tical for your requirements. 


*Display designed and produced 
by Niagara Lithograph Company 


Four moving pieces, each carrying merchandise, 
revolve around center of display. Carousel ani- 
mated by 6 RPM synchronous AC motor. Action 
uses special bracket wireforms attached to the 
motor drive shaft at right angles by wing nut. 


THE HANKSCRAFT COMPANY 


REEDSBURG, WISCONSIN 


Sales Offices in these principal cities 
CHICAGO «© PHILADELPHIA * MINNEAPOLIS 
* NEW YORK * DALLAS * TORONTO (Ontario) 
© SAN FRANCISCO (Erlach Lee Company) 





Let Hankscraft Engineer the Animation! 





iced saline a Mean UT ane en DT) 
BRANCH OFFICES: CHICAGO, DETROIT. CINCINNAT! ALLIANCE, OHIO 








SIFTS YOU KNOW WILL PLEASE 
‘ 


Uitte 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin, Dept. AR-5 


Please send me FREE manual on Hankscraft 
Battery-operated Display Motors. 


Nome 
Company 
Address 


City Zone State 
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SYNCHRON 30 SUPER HI-TORQUE TIMING 
MOTOR 


Ideal for short term application operating turn- 
tables, display wheels, rotating signs, etc. Easily 
adapted to any special display motion. 30 inch 
ounces guaranteed torque at 1 RPM. 


SYNCHRON 20 HI-TORQUE TIMING MOTOR 


For long term operation of turn-tables, display 
wheels, and rotating signs. Easily adapted to 
any special display motion. 20 inch ounces 
gvaronteed torque at 1 RPM. 





. . The result 


Pressure Sensitive Decals . 

of long research by the Meyercord Co., 
these colorful labels go on — and stay 
on — without the use of water. 

Dry Decals 

Introduced 


You can say good-bye to the 
sponge and the bucket of water in 
putting up decals, according to re- 


ports of the new pressure-sensitive 
decal just introduced by the Meyer- 
cord Co., Chicago. 

Based on more than two years 
research and field testing, this new 
decal goes on glass and other 
smooth surfaces by pressure only, 
without the necessity of wetting 
either the decal or the surface. 

Application is simple. The protec- 
tive backing, which covers the ad- 
hesive, is first peeled off and the 
decal applied to the cleaned surface. 
eehhons a ‘ieamilecuidiaga It is pressed in position either by 

the fingers or with a squeegee. As 
/ soon as it is down, a second protec- 

; / | tive sheet, which covers the thin 

1 y film of pigment, can be removed. 


GET YOUR LIMIT... In a matter of seconds, the ad- 


hesive is so hard that the decal 
in profits from increased 


Write for more information now! 





tr “Workhorse of the industry’ 


cD HANSEN MFG. COMPANY, INC. 
7 EstaBuisHeD 1907Princeton 11, Indiana 


Hansen Representatives The Fromm Co., 5254 W. Madison St., Chicago, Ill. R. H. Winslow Assoc., 123 E. 
37th St., New York, N.Y. Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los Angeles 48, Cal., and 3907 | 
Lyon Ave., Oakland, Cal., H. C. Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton, New York. 


can be removed only by scraping it 
off with a razor blade. 
These decals can be obtained with 

. the adhesive on either the face or 

sales volume by using the reverse of the design, so they 

_ can be installed on the inside or 

WIRE DISPLAYS | outside faces of a window or glass 
counter. 

Their ease of application, Meyer- 
cord points out, will make it more 
likely that they will be installed by 
route-men, salesmen or merchants. 

Samples are available from the 
manufacturer. 





Why Colonel Nashville builds 
better display MERCHANDISERS 


*®& CREATIVE DESIGN 


| . .. for your copy circle 901, page 113 
exrperience-engineering-custom tailoring 
*& PRODUCTION CONTROL—five complete manufacturing plants 
*® QUALITY CONTROL—inspection rated superior 


British Adglow Process 
Comes to United States 


With the recent granting of li- 
| censes to four American litho- 
| graphers, the British “Adglow” 
| printing process, which permits the 
production of signs with alternating 
artwork and advertising messages, 
will soon be making its advertising 
debut here. 

Adglow was invented in 1951 by 


*& SERVICE—warehousing - drop shipments - complete shipping 
facilities 


Write us for illustrated folder 


NASHVILLE DISPLAY 








MANUFACTURING COMPANY 


P.O. BOX 491 
2505 Bransford Avenue @ Phone: CYpress 7-4379 @ Nashville, Tenn. | 
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CELLULOSE ACETATE 


PLEXIGLAS 


VINYLITE 
POLYSTYRENE 
POLYETHYLENE 


ACETATE BUTYRATE 


) 
MPU ee ad 


2814 Fullerton Ave ‘a relote rw TT 


1647.49 
WRITE 


Henvis 


FOR 


Philadelphia 40 Po 
INFORMATIVE FREE BOOKLETS 





there’s a wall 


ia ba 
a way! 


with low-cost, 
super-durable, 
gleam-satin 


HOLLYWOOD 


AD BANNERS 


A “Natural” for Unused Walls... 
Do Not Compete for Display Space 


Deliver Your Sales Message at a 
Glance 


Add Prestige to Your Product 
Stay Up for a Long, Long Time 
Send for our FREE BOOKLET. It's loaded 


with ideas that will spark your promo- 
tional program. 


FREE SKETCHES ... NO OBLIGATION 


HOLLYWOOD BANNERS 


116 EAST 32ND STREET ¢ NEW YORK 16, N. Y. 
03030 ee ek 





| Adglow Display . . 











. Now available in 
British sign process permits 


the U.S., 
alternating artwork 
messages through 
backlighting. 


and advertising 
the use of flasher 


Clifford Gaitskell Harrison, one of 
England’s foremost color photog- 
raphers, and is owned by H. J. 
Chapman Co. (Adglow Ltd), Led- 
bury, England. 

The Adglow sign is described as a 
“color transparency, achieved by a 
patented printing process on special 
plasticized material from Europe.” 
The unit uses flasher blacklighting 
when alternating messages and art- 
work are desired, but retains full 
color and brilliance even when 
backlighting is not used. 


> In addition, the sign can be spot 
controlled for varied light values 
and intensities throughout selected 
sign areas, and it can be viewed 
with either transmitted or reflected 
light, or with a combination of both. 
Costwise, the Adglow sign is con- 
sidered economical when compared 
with other backlighted displays 
lithographed on vinyl or paper. 


> The four lithographers who will 
handle the Adglow process are 
Consolidated Lithographing Corp., 
Carle Place, N. Y.; Einson-Freeman 
Co., Long Island City, N. Y.; Snyder 
& Black, New York; and Western 
Lithograph Co., Los Angeles. a4 





Back-Bar-Display . . 
for Carling Red Cap Ale features a 3-D 


. illuminated sign 


hall tree and jockey cap. Unit, by 
Thomas A. Schutz Co. Inc., Morton 
Grove, Ill., is made of lithographed 


metal and molded plastic. 
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...at last 


ODOVISION 


The perfect sound slide film projection unit 
self-contained + completely automatic + tape recorded sound 


* for sales training—for selling the customer too; 
* individually or in groups on dealer 
floor, in office, at home! 
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robovision is a completely self-contained and 
self-operated slide film projector with 
synchronized sound on tape. It’s “‘fool-proof’’— 
simply plug it in, flip the switch and off 

it goes—completely automatic . . . no blown 
fuses, no pulled shades, no records to 

cue, no film to wind or rewind (it’s continuous), 
no screens or bellows. 

And no loss of salesman’s dignity —he 

remains a salesman, doesn’t become 

a slide projector and sound technician! 
robovision is as simple to set up and operate 

as a desk lamp . . . gives beautiful 

9” x 12” pictures, up to 110 of them— 

and carries up to one hour of automatically 
synchronized sound tape that plays 
continuously —no rewinding necessary. 
robovision is small and light to carry — 

21” x 21” x 11”, weighs only 36 pounds. To sell 
more—to train better—to demonstrate with 
greater impact—fill out and send this 

“no obligation’’ coupon today! 


NAME TITLE 
COMPANY NAME 


ADDRESS 


CITY ZONE STATE 


. + for your copy circle 950, page 113 
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W IO BUILD FLOATS 


Construction of a float is an unusual assignment for most admen; 


Here's some practical advice to follow when the task is suddenly dumped 


on your desk. You never can tell when it will be your turn! 


By L. F. Vaughn 
Minneapolis 


In order to make a float, you 
will need nothing but four wheels, 
attached, of course, to axles, and a 
framework. In some cases, float 
builders have started with nothing 
but wheels and axles. Sometimes 
only wheels and one axle; two- 
wheeled floats are known and have 
been built. But the four-wheeled 
variety is much more stable and 
easy to work with. 

Floats may be built on trailers, 
trucks, cars, wagons—almost any- 


This article is excerpted from “Parade 
and Float Guide,” published at $5 by T. 5S. 
Denison & Co., 309 Fifth Av., So., Minne- 
apolis, with the permission of the publiser. 


thing that can move, even including 
boats, although the opportunities 
for building floating floats come 
comparatively infrequently. Jeeps 
make good underpinnings for min- 
iature floats. Streetcars, decorated 
out of all recognition, have been 
used in some cities such as St. 
Louis, Omaha, home of the fabulous 
Ak-Sar-Ben parades, and Rio de 
Janeiro. Eighty per cent of all floats, 
however, start with a flat platform, 
a truck bed or a trailer. 

If it's a truck, the design should 
blend the cab into the picture, or 
the cab may be removed and a spe- 
cial space left for the driver. A 
trailer is generally pulled by a 
small tractor, and that, too, is in- 
cluded in the decorative scheme. To 
do so is a must: a shining float 
pulled by a dull, business-like trac- 
tor loses its effect completely. 


> Suppose you're planning to build 
a float, and you already have a 
trailer. Your next concern is a place 
for construction, and space of this 
type is at a premium. If several 
floats are to be built, the construc- 
tion site should be a large, open 
building, preferably without roof- 
support posts. And with doors large 
enough for egress, or you may be 
in the position of the man who built 
a boat in his basement and had to 
knock down a wall to get it out. An 
airplane hangar is the ideal location 
for float-building. In a small town, 
the lumber yard building generally 
offers the roominess needed, as well 
as a good supply of basic materials. 
Get all the room you can; having to 
decorate a float in a confined space 
will triple the work you'll have to 
do. 

You may have to determine the 
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Glitter Spells Glamor . 


an ever-changing appearance as it reflects incident light. But be extra careful with 
wiring when using metal coverings. 


size of your float by the dimensions 
of the doors which will get it to the 
outdoors. Otherwise there are but 
two limitations to what may be 
done with a float: The amount of 
money you can spend, and the re- 
strictions on the route it must trav- 
el. It is a good idea to visualize a 
box into which your float must fit 
to pass through doors, to dodge 
wires, and to make turns. Having 
set your outside dimensions in this 
fashion, kick the box idea out the 
window. You don’t want it. A float 
should be like anything but a box. 


> There are a few basic designs 
which are always good, with differ- 
ent decorative touches, but you may 
prefer to try for novelty. You have 
two elements to work with: shape 
and color. Too often the effect of a 
float is spoiled because it sticks too 
closely to the practical outlines of 
the vehicle on which it was built. 
The idea is, rather, to mask the 
underpinnings completely, and this 
is done by varying the over-all 
shape, by working curves and 
swirls into the ground plan, and 
developing an imaginative topside 
form. Almost every float has a cli- 
mactic point, the place where the 
pretty girl rides or the massive em- 
blem is mounted or an animated 
figure goes through its paces. The 
upper levels of the float are shaped 
to lead the eye to this point. 

Once you have established your 
design, you fill out the ground out- 
line with plain, light lumber, cut in 
whatever curves are necessary, and 
fastened securely with nails or bolts 
to the trailer bed. When your lat- 
eral shape is set, the vertical out- 
lines, transverse and fore-and-aft, 





. . Crinkled aluminum foil covers surfaces rapidly, and presents 


are cut in plywood or wallboard 
and securely mounted. If your float 
is to carry live figures, platforms 
for them must be rigidly built, and 
provided with unobtrusive grab 
stanchions—braces the models may 
hold on to. If several riders are to 
populate the float, they should be 
placed at two or three different 
levels, highest at the rear and cen- 
ter. Any float should be symmetri- 
cal, one side the same as the other. 
The sidewalk-bound onlooker will 
get no opportunity to move around 
and look at any mysteries on the 


other side. 


> In all this construction, you make 
allowance for wheel clearance, 
springing, and the turning radius of 
the float. You should inspect the 
parade route to note any bumps or 
depressions for which allowance 
must be made, so your float doesn’t 
scrape a forward or rear overhang. 
If the float is on a truck, see to it 
that no flammable materials are 
near the hot exhaust line. You may 
decide to rig a special extension to 
carry exhaust beyond the overhang. 
It’s advisable, and it’s wise, too, to 
wrap the exhaust pipe in asbestos 
to increase the safety factor. 
Having come this far, you have 
the skeleton of a float, undercoated, 
only partially shaped, and looking 
like something by Rube Goldberg. 
Next you round out the shape, to 
form it into curves and hollows, or 
to give it that streamlined look. 
You use chicken wire or heavy 
screening, nailed to the outline, and 
pressed in or plumped out where 
necessary. Perhaps part of the ex- 
posed portion of your float is solid 
material, wood cut to shape, plaster, 











Sky’s the Limit . . 
the prehistoric past to the far distant future. Note here how the little tractor is dec- 
orated to tie in with the main float. 


or molded papier mache. These sur- 
faces should be painted before any 
of the other finishing material is 
added. You might sprinkle or blow 
tinsel flitter or diamond dust over 
the freshly-painted surfaces to give 
these an eye-catching sparkle. 


> To the outline, after the exposed 
portions are painted, you then at- 
tach any of a number of finishing 
materials—fioral sheeting, in a rain- 
bow of colors, or with designs 
worked in; aluminum foil paper, 
also in many colors, used flat or 
crumpled before application to in- 
crease its light-scattering proper- 
ties; sparkle sheeting, or any other 
various finishes which may catch 
your eye. Artificial flowers, or real 
ones, may be attached, as may stars, 
crescents or other appropriate dec- 
orative cutouts. Shakers, tassels or 
rosettes may be added for accent. 
Part of your float may require arti- 
ficial grass mats, or festooning may 
accentuate its lines. Your choice is 
wide. The materials you select are 
applied with special adhesives or 
stapling devices. And the finish it- 
self is subject to some corrective 
shaping to get exactly the outline 
you want. 

Fringe goes around the bottom of 
the vehicle to mask the running 
gear. A float is generally built with 
its bottom level spaced from the 
pavement to suit the length of the 
fringe. If a 15” fringe is used, the 
float edge is built 15” from the 
pavement. With a one-inch overlap 
for fastening, this allows a one-inch 
clearance, just right to create the 
illusion of floating. 


> You now have a standard float 





- when it comes to imagination. Floats can derive their theme from 


which, if your estimate of limita- 
tions is correct, is ready to go into 
the parade. The limitations may be 
broad: The limit in float cost has 
been about $20,000, for a float of 
permanent character suitable for 
shipment to many locations. Cyrus 
Krake, of my organization, has de- 
signed and built a float 70’ long, and 
28’ in width, with its outrigger sec- 
tions. Other multiple floats, of the 
train type, have measured even 
longer. 


> The standard float, without dec- 
orative sidecars, has some _ note- 
worthy cousins of more elaborate 
design, however. Animated floats 
have been built more and more 
cleverly each year. Fish blow bub- 
bles, figures walk, dogs pull sleds, 
waterwheels turn, windmills re- 
volve and mannequins play music. 
These involve a basic departure in 
the building of a float; the ground- 
work for a powered float is at least 
twice that of the conventional pro- 
duction. 

The mechanized equipment must 
be built, installed, tested and an- 
chored, so that it stands the strains 
of traffic, before the rest of the 
work goes forward. Endless belts, 
gear trains, eccentric mechanisms— 
virtually every transmission device 
has been used in float animation. 
What makes the whole idea possible 
is the development of the light, 
portable power generator, and its 
installation involves still more 
wrinkles in basic float design. Pro- 
vision must be made for safely ex- 
hausting the small but efficient gas 
engines which run them. And the 
design must provide for plenty of 
ventilation, since most of these en- 
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gines are air-cooled, and can make 
their surroundings dangerously hot. 

Allowance should be made in the 
construction of a float for wind 
pressure, and _ internal bracing 
should be provided to guarantee the 
extensive surfaces exposed to gusts 
of wind aren’t damaged. Above all, 
with a powered float, make sure 
that its working parts are accessible 
for repair from the inside. 

Many a float sponsor has had his 
day ruined by learning that a spark 
plug couldn’t be changed without 
breaking through the decorative 
capsule, necessitating additional re- 
pairs. Some sponsors insist that a 
float-builder be on hand, with ma- 
terials, as a parade is about to start, 
to make decorative repairs quickly 
in case of minor accident. It’s a 
good idea, but don’t expect the man 
to change the whole scheme of your 
float, just because he’s handy. 


>’ Any color may be used. What 
colors should you use on your float? 
Too many builders, particularly 
those with limited experience, 
worry about color. And too many 
parade queens, selected to decorate 
a float, are anxious that the float 
set off the color of their dresses. 
Few colors will clash on floats. The 
materials are brilliant and more 
likely to accent the hues of other 
materials than to cause discord. 
Pastels are more and more used in 
float decoration, chiefly to set off 
strong colors, and it is in pastels 
that conflict is more likely to occur. 
Don’t imitate Christmas and do the 
job up in conventional red and 
green, but strive for novelty. 

You may find your color scheme 
in the theme of your parade, or in 
the idea of your float itself. Some 
nationality groups, and many of our 
cities are flavored by these, like 
particular groups of colors, perhaps 
those of their old-country flags. The 
Latin groups, in particular, love gay 
colors. Some of the new metallic 
materials, and the neutral plastics, 
make color selection unnecessary. 
It’s show and glitter you're after, 
and the golds and silvers have it. 

A patriotic parade has a general 
color scheme already established, 
but avoid using it in bunting. Bunt- 
ing is still occasionally applied to 
float decoration, but it can’t be 
shaped and controlled as can the 
materials that have largely replaced 
it, and it has a flimsy look worked 
in with opaque finishes. A _ float 
generally represents a solid shape, 
and translucent or transparent ma- 
terials should be used only when 
their effect is carefully planned. If 
the weight of some floats were as 
great as it seems to be, no pavement 
could hold them. 
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Colors should be arranged to 
point up the best points of the form 
of the float. The repetitive figures 
which may look so attractive in 
many fabrics just aren’t suited to 
floats. Running lines enhance a de- 
sign which aims at size and gran- 
deur. Breaking it up with checks or 
stripes may ruin the whole plan. 


> There is a whole special field of 
knowledge in decorating floats for 
night events. A production which is 
dazzling by daylight may be murky 
by artificial light, simply because 
its color scheme is wrong, and fails 
to reflect and make the most of in- 
candescent light. Experience is the 
great teacher here, and a simple 
color test under lights is often 
enough to stave off error. The same 
test will serve to establish what 
lighting arrangements, or types of 
lights, are best to set off the good 
points of a particular float. One 
thing must be avoided: any lighting 
arrangement that casts. bright 
beams into the audience’s eyes. The 
crowd isn’t in the spotlight, and 
has no wish to be. 

Generally speaking, placement of 
lights so that rays flow back along 
the decorative sheeting and high- 
light curves and dimensions of the 
float forms should be sought. The 
less light a float sheds on the pave- 
ment or on another float, the more 
effectively it is illuminated. A float 
should be selfish about its light, 
keeping all of it possible for its 
own illumination. 


> A fioodlight mounted on the trac- 
tor pulling the float may serve as a 
main light. The use of colored bulbs 


or filters over other lights may set 
off ‘the color scheme of the produc- 
tion, and the judicious use of 
colored light patterns on a float 
basically silver may be a visual de- 
light. Gradually changing lights 
have, on occasion, enhanced this 
effect, but a design of this kind calls 
for tricky multiple wiring. 

And it must be remembered that 
color filters call for an increase in 
wattage, sometimes great, to main- 
tain the general level of illumina- 
tion. Filters cut down candlepower 
in a marked degree. The safest sys- 
tem is to have colors set into the 
float decoration, and to highlight 
them with white light. 


> Fluoroscopic finishing materials 
and black light have been used to 
give a float an unworldly appear- 
ance, but the colors thus produced 
may lack brilliance and penetra- 
tion, and the same device has been 
overworked in other show business 
applications. More important, any 
other light along the parade route 
washes out the fluoroscopic hues. It 
is hardly practical to plan an ab- 
solutely black right-of-way to give 
a fluoroscopic float its innings. Un- 
less an extremely special effect is 
desired, black light illumination 
isn’t worth the time and trouble. 

On-and-off condensers giving ex- 
posed light a flicker and sparkle 
create a firefly effect suitable to 
nighttime showmanship, and strings 
of lights are often mounted to out- 
line the float, as well as to illumi- 
nate its surface. And here is an 
important point: Clear-glass bulbs, 
with the filaments exposed, should 
always be used for these accents. 


Room Required . . . Don’t make the mistake of building your float in a space whose 
door is too small to let the finished piece outside! Large garages or airplane hangars 
are fine. Better too much space than too little. 





At a distance, they have a twin- 
kling, starry effect of their own that 
is completely lost when frosted 
bulbs, such as you have in your 
home, are used. 

Any figures on the float, live or 
animated, of course should be spe- 
cially spotlighted. To light a float 
cannot be an afterthought; the wir- 
ing and illumination must be 
worked in on the basic design, and 
installed when the production is in 
the frame stage. Light tests are fre- 
quently run with swatches of deco- 
rative material before the final ve- 
neer is permanently applied. 


> There is another departure in 
float operation of recent years 
which has captured the audience’s 
imagination, despite the potential 
trouble involved. It calls for crowd 
participation, and it’s an adaptation 
of the give-away idea. It entails 
tossing or catapulting light souvenir 
objects at the onlookers. Table- 
tennis balls, Styrofoam snowballs, 
toy airplanes, balloons and other 
objects have been those distributed, 
as have artificial flowers and plastic 
schmoos, the little do-good ani- 
mals created by Al Capp. 

Sometimes these are shot from 
guns, or launched from slings, or 
just thrown. A float dispensing 
novelties attracts a good deal of 
attention, and the idea is an ex- 
cellent goodwill-builder. There are 
a couple of things to watch for, 
however: that no article intended 
for crowd distribution cause in- 
jury, and that the audience be kept 
out of the act. No souvenir item 
should have enough weight to hurt 
anyone, and there should be no 
sharp corners or bits of metal used 
in its manufacture. 

Crowd safety is important, and 
any mishap may spell trouble not 
only for the sponsor of the offend- 
ing float, but for the parade organ- 
ization itself. The audience, par- 
ticularly the younger set, is likely 
to intrude on the parade route be- 
cause it wants the souvenirs. Police 
should be alerted to be on guard for 
this effect. It would be impossible 
for a float to carry enough plastic 
snowballs, for example, to give one 
to everybody along the line of 
march. A scramble ensues every 
time one alights, and often juve- 
niles break out of line and follow 
the float in their effort to get a bit 
of merchandise. This type of reac- 
tion should be strictly discouraged. 
A parade consists of two bodies of 
people, the paraders and the on- 
lookers, and the two should stay 
out of each other’s domain. 


> Royal courts, submarine gardens, 
houses, sweeps of grassland, three- 
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ring circuses, sailing regattas, ships, 
castles in the air, chariot races, 
schools, farm scenes, auto races, 
pirate vessels, desert landscapes, 
heavy industry, religious tableaux, 
the north pole, merry-go-rounds, 
the dinosaur age, covered wagons, 
railroads, playgrounds, windmills, 
giant birdhouses, fields of flowers, 
rodeos, fairy tales, triumphal 
arches, tropical settings, concert 
halls, the old west, early movies, 
athletic contests, gold mines, zoos, 
tall timber, aviation, the world of 
insects, weddings, books, entire 
cities, business buildings, historic 
pageants, hospitals, deep-sea diving, 
cookery, monuments, mythology, 
diamonds, Mother Goose, Venetian 
canals, the sky, the world itself— 
these are a few of the subjects that 
have been portrayed on floats, and 
will be again, in other parades. 

A word of caution: Be wary in 
the development of animated fig- 
ures for your float. Many of those 
familiar to you from movies and 
other sources are copyrighted, and 
their reproduction in a float scene, 
even inadvertently, has been known 
to cost a pretty penny in royalties. 
If you want name actors, you have 
to pay the price. 

Now to summarize: 


® Select the vehicle on which you 
will build your float, generally a 
trailer or a flat-bed truck. Make 
sure the tires are good—a flat tire 
beneath a parade float can be a very 
sorry event. 


e Find a spot to build the float, 
with plenty of room, and doors big 
enough to get it in and out. 


® Work out a design, striving for 
novelty, and don’t be afraid to work 
curves into it. Coping saws and 
chicken wire give you plenty of 
leeway. 


e Pick your finishing materials, de- 
velop your color scheme, and do 
what painting is necessary before 
the final finish shell goes on. 


e If wiring and installation of pow- 
er are planned, schedule construc- 
tion so they may be put in place 
during the framing stage. Test be- 
fore closing in the float. 


© Decorate your towing vehicle to 
match the float itself. 


® Use your imagination. 


> A veteran parade chairman has 
told me that the ideal float, to him, 
would be a tethered cloud, curved 
and billowing, looking substantial 
yet floating light as air. No one has 
as yet invented a cloud harness, but 
the observation may give you an 
idea. 44 
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Necessity’s Son... 


Dodge Shows a Dozen 
in Space for Nine 


Ever since the Year One in the 
automotive industry, manufacturers 
have chewed nails over an annual 
problem — how to show a complete 
line of cars at an indoor show in a 
space permitting only a partial dis- 
play at best. 

By the simple means of looking at 
its space allotment in terms of cubic 
feet instead of square feet, Dodge 
has come up with the answer this 
year for the first time in auto show 
history. 

It is showing 12 cars in a space 
that calls for an absolute maximum 
of nine! 


> Even with a reduction in the 
number of exhibitors over the 
years, there never has been enough 
space to satisfy any individual man- 
ufacturer. Result: space is usually 
at such a premium as to indicate a 
sure-fire deposit of some super- 
precious ore beneath the tile and 
concrete. 

Dodge received 7,425 square feet 
— largest area ef them all — in the 
New York Coliseum for the recent 
National Show, and has 6,000 set 
aside in the Armory on Eight Mile 
for the Detroit Auto Show January 
19. But the company felt it still 
needed more room to show its com- 
pletely new line of 1957 cars. 

There was just one direction to 
go — up. 


> Computing 12’ between floor and 
ceiling, Dodge looked at its exhibit 
space in terms of 89,100 cubic feet 
of room instead of just 7,425 square 
feet on the floor of its New York 
display. With that much room to 
play with, Dodge started work on a 
massive, two-level exhibit — first 
of its kind ever built, and the larg- 
est single display ever constructed 
for automobile shows anywhere. 
Since the big 23x65’ display was 
to be shown in Detroit and Chicago 
as well as New York, it had to be 
many things: light in weight, yet 
strong; big, and yet easy to trans- 
port. It had to be simple in design 
to permit quick and easy assembly 
and dismantling. Its upper deck had 
to be strong enough to support the 
weight of three automobiles and 
more than 300 people at a time. 


> There had to be enough room un- 
derneath the deck to allow room for 
the cars — which were no problem 
— and for people, who were. The 
cars are less than five feet in height, 


Ingenuity Plus . . With the motto, 
“‘When you can’t spread out, it’s time 
to go up,’ Dodge exhibited a dozen cars 
in a space for nine by building two levels. 


but six feet eight inches of head- 
room had to be allowed for extra- 
tall visitors. That left only nine 
inches for structural beam support 
for the upper deck. 

The designers’ first thought — 
that of using steel — was quickly 
discarded. The total weight would 
be prohibitive, taxing not only the 
support limits of the various build- 
ings, but also the handling equip- 
ment that can be used indoors. 


>» The answer was found in the form 
of a special heat-treated aluminum, 
fully as strong as steel but weighing 
only a third of its steel equivalent. 

Working 15 days around the 
clock, expert metal workers cut, 
welded and bolted together 10 tons 
of aluminum. Then, after a _ thor- 
ough safety check using actual cars, 
the pieces were disassembled and 
shipped to New York, the heaviest 
single section weighing only 500 
pounds. The entire exhibit made the 
trip in neatly-packaged units on 
two 32-foot truck trailers. 

Only 250 man-hours are required 
to erect the giant display for its 
next auto show appearance. 4¢ 


New Film Gives Tips 
On Manning the Booth 


An effective slide film on “Man- 
ning the Exhibit Booth,” has been 
released by the Activities Commit- 
tee of the Exhibitors Advisory 
Council, New York. 

Handled in colorful cartoon style, 
the slide film points out that a 
salesman at an exhibit is a com- 
pany representative of the highest 











caliber. It covers the history of sell- 
ing and emphasizes the special 
qualifications required for success. 
Both fundamental rules of booth 
conduct and good sales techniques 
are outlined and discussed. Details 
are available. 
- « « for your copy circle 933, page 113 


Variety of Show Needs 
Described in Folder 


Offering practically “everything 
but the audience,’ a new folder 
from Displayers Inc., New York, 
lists the availability of accessory 
exhibit units, as well as two new 
portable showrooms. 

According to the illustrated liter- 
ature, the company is offering ex- 
hibitors various types of exhibit 
chairs, rubber-tile flooring, and 
complete field service facilities in 
addition to its large line of exhibits 
plus a line of portable stages, light- 
ing equipment, and projection and 
sound units. 

The displays described in this 
folder include the “Featherweight,” 
and the “X-ibit-x.” 

- . » for your copy circle 934, page 113 


COMMUNICATION 


by Richard A Newmans 


A procticet introduction te the ure of 
wai techeques by advertising men 





Are You Concerned with 
Audio-Visuals? 

If so, make a place on your refer- 
ence shelf for this new reprint. 
Reproducing four articles which ran 
in AR from October, 1956 to January, 
1957, this series forms a_ practical 
guide to the purchase and direction 
of audio-visual materials. 

If you’re an old hand, get copies for 
your boss and your assistant. It helps 
if they have a thorough understand- 
ing of the art of communication. 


Single copies .......... 50c 
re ee re ae 40c 
ee eee eee 32Yo¢ 
re 25¢ 
Send all orders to Reprint Editor, Ad- 
vertising Requirements, 200 E. Illi- 


nois St., Chicago 11. Please include 


check for five or fewer copies. 





With Fasson You Can Choose From 


PRESSURE 


3 Types of 





Fou Tomborary User 


...choose Fasson “removable” 
adhesive. It adheres tightly 
but is easily removed when de- 
sired. Ideal for point-of-pur- 
chase and instruction stickers. 





SENSITIVE 


Adhesives! 





Fou Pormoyent Uae, 


... select Fasson “permanent” 
adhesive. Perfect for product 
nameplates and stickers which 
you don’t want customers to 
remove. 





... specify Fasson’s exclusive 
C-301 adhesive which sticks 
to cloth, unfinished wood, 
rough metal, etc. 





Fasson Products 


Painesville, Ohlo 


Sales Offices In: 

Boston Detroit 

Chicago New York 

Cleveland Philadelphia 
Oakland, Calif. 





eee | 


Any of these three adhesives 
is available in Fasson papers, 
foils and films in a wide range 
of eolors. Easy to apply, sim- 
ply peel off the backing paper, 
press into place. And Fasson 
is easy to print, die-cuts to 
any shape by any regular 
printing process. 


Maxl Coupon NOW 


for FASSON samples 
and descriptive literature. 


Fasson Products 





260 Chester Street * Painesville, Ohio { 

Send me Fasson samples and literature. | 
| 

Title | 

ee 

1 

| 

Zone —— State | 


AR Reaches Out... 


to more advertising agencies than any other 


publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right ... For You 
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MOLLANODER 
, company, ino. 
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Engravings 








Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 









Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


Ger Fon vounstir \_77stt THe DIFFERENCE 


a 


STAFFORD ENGRAVING CO. 
229 N. PENN. ST. « INDIANAPOLIS 





Stock Art 
mG) ee) 8) 2s oe 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806N, Peoria, Illinois 











(ready for the offset camera) 


READY MADE LAYOUTS for 


1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
illustrations in the blank spaces ee 
1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing position of Layout Components (re- 
verses, bendays, boxes, etc. . .) 


SAMPLE KIT $1.85 prepd . . . Deluxe Kit $4.75 
50% OFF on $19.30 folio, only $9.35 postpaid 
FLEXIBLE LAYOUTS, 201 W. 89 St., NYC 24 


Steel Filing Cabinets 
MANY-PURPOSE 


STORAGE CABINET 


25 drawers for systematic 
storage of valuable art work, # 
engravings, blue prints, etc. s 
Write for catalogue. 8 


FOSTER MANUFACTURING CO. 
Phila. 7, Pa. « LO 8-2166 












trrenitta 


\\ 


13th & Cherry Sts., 
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oto Lettering 
aor a . : 
MULL 


250 alphabets to select from 
Send for free Catalogues. 24 Hr. Service. 
No minimum. 


And Now, the First Time! 
Reductions or enlargements to fit your 
layout with our new Dexigraph 
Photo-Print Process — at the 

cost of a photostat. 






PHOTO-TYPESETTING, INC. 
311 West 43rd Street, New York 36, N. Y 
JUdson 2-0466-7-8 


Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 

| Upon request. 





THE SANDER WOOD ENGRAVING CO., INC. / 542 S. DEARBORN ST. / CHICAGO 5 


Signs 


One-Of-A-Kind 
per 


PRINTED SIGNS 
letter 












AND PRESENTATIONS 


WRITE FOR CATALOG N 


SIGNS 


Newark 1, WJ. 





Post Office Box 901 


| 
i 
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| Color Prints 


CLITear a, 








ACCURATE/ LOW IN COST/ * 


GEM Color—TOP QUALITY letter- 
press a et LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 


PRI ut s WEEKS. Free samples. 
enn 34 


616 SOUTH SECOND ST. MILWAUKEE 4, WIS. 


Tape Duplication 
SEND YOUR PERSONALITY ALONG 


Speak simultaneously to all salesmen, distributors. 

regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 48 
hours. Full facts from-- 


RECORDED PUBLICATIONS LABS 
1544-1556 Pierce Ave 
WOodlawn 3-3000 








, Camden 5, N.J 
WAlnut 2-4649 


Product Promotion 


Supplement your ad 
proven method for 


campaign with a 
Product Promotion. 


Saturate a tremendous consumer audience 
thru RADIO & TV GIVEAWAY SHOWS. 


Products placed on Los Angeles, Regional 
& National contest shows AT LOW COST. 
Write Roberts & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calif. 








Hand-Lettering 


_» ae RAPID 


FILM-LETTERING 


o 


SIZED TO FIT LAYOUT 


NEGATIVE OR POSITIVE 


NO MINIMUM 


Mail deliveries anywhere in U.S.A 


Write for FREE Specimen ChartA.R 


‘p| RAPID TYPOGRAPHERS INC. 


305 EAST 46 STREET - NEW YORK 17,N.Y. 





Save Time . . . Money with the 
NEW EASY TO USE CELLO-TAK 
HAND LETTERING & TYPE 
ALPHABET SHEETS .. . SHADING FILM 
Supplied on micro-thin 
Acetate sheets with adhesive back 

Perfect for offset, litho, silk screen. 


Sample Kit includes Type alphabet and Shading 

film sheets plus ‘‘How to do it’’ illustrated book- 

lets containing hundreds of styles $1.60 
CELLO-TAK Lettering Corporation 


131 West 45th St., New York 36, N. Y. 


Advertising Services 


_MADE TO YOUR SPECIFICATIONS 


Dn eel 
DECALS 8422 HOUGH AVE. 
Inc CLEVELAND 3, OHIO 


Art and Photo 


ALLIE 





DALTON 
‘**‘admaster”’ 


100% reg layout and visualizing pod. 


Bienfang Paper Co., Ince. 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
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$01/Circle on Readers’ Service Card 
Dry Decals 

- samples of a new decal, which goes 
on without any water, are available from 
the Meyercord Co., Chicago. (Page 100) 


902/Circle on Readers’ Service Card 
Pre-Inked Marking Pen 

. « « The Faymus Division of Bankers & 
Merchants Inc., offers samples and cata- 
logs concerning its “Chemirac”’. (Page 89) 


903/Circle on Readers’ Service Card 
Ad-Vests 

. . « @ variety of sales-promotion vests are 
described in a folder from Sparky of Chi- 
cago. (Page 64) 


904/Circle on Readers’ Service Card 
Customer Publications 

. ». Year Inc. offers details on publications 
available for imprints. (Page 82) 


905/Circle on Readers’ Service Card 
Dual Selector 

... details on a new automatic typewriter 
are offered by American Automatic Type- 
writer. (Page 83) 


906/Circle on Readers’ Service Card 
Graphic Arts Bulletin 
. technical examples of three-color 
printing, compiled by Eastman Kodak. 
(Page 42) 


907/Circle on Readers’ Service Card 
Three-Color Plates 

. a leaflet on making separation nega- 
tives for three-color users. (Page 42) 


908/Circle on Readers’ Service Card 
Savings with Color 

. . - Colwell Press offers tips on economical 
three-color process. (Page 42) 


909/Circle on Readers’ Service Card 
Examples & Price Lists 

. Bentill Press offers price schedules 
for their three-color work. (Page 42) 


910/Circle on Readers’ Service Card 
Three-Color Price List 


...@ file folder with examples and prices 
from Microfilms Inc. (Page 42) 


911/Circle on Readers’ Service Card 
“Fyrtrap” Premium 
. . « details on a new premium item that 
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serves as an emergency safety ashtray 
are offered by Cornwall Corp. (Page 66) 


912/Circle on Readers’ Service Card 
Safety Ash Tray 
- . « World-Wide Art Studios offers details 


on a safety ash tray available with spe- 
cial decorations. (Page 67) 


913/Circle on Readers’ Service Card 
Salesman’s Binder 

. « « details on an improved, expandable 
binder are offered by Heinn Co. (Page 37) 


914/Circle on Readers’ Service Card 
Press-Time Schedule 


. » « Reynolds Associates offers a chart 
showing the deadlines of New York dailies 
and major wire services. (Page 31) 


915/Circle on Readers’ Service Card 


Custom Coverage 
. - . United Press describes its world-wide, 


Readers’ Service Dept. 


9905 
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925 926 927 928 929 930 
931 932 933 934 935 936 
937 








BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicage, DL 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


creative package service for companies 
desiring special press coverage. (Page 31) 


916/Circle on Readers’ Service Card 

Continuous Tone Art 

. . / Harry Volk Jr. offers samples showing 

the range of wash and opaque illustra- 

tions in his stock art subscriptions. 
(Page 32) 


917/Circle on Readers’ Service Card 
Idea Art Portfolio 3 

- @ descriptive folder points out the 
new features of this third stock art collec 
tion. (Page 32) 


918/Circle on Readers’ Service Card 
Erasing Guidebook 

. « » more than a 100 eraser types plus 
special pens and pencils are described in 
a folder from Waldon Roberts Rubber. 


(Page 32) 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Aug. 15, 1957. 


SCO: 





ar ACdwertising 


ee ore ROD od 88 7 80 Eo 









4% Send far these free heipful selling tools 


@19/Circle on Readers’ Service Card 
Pavelle Price List 


ring diameter in plastic binding is avail- 
able from Cummins-Chicago Corp. 
age 44) 


922/Circle on Readers’ Service Card 
“Slides on the Spot” 

. . « Polaroid Land Projection Film System 
telis how film can become slides seconds 


Chicago 11, MH. 
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925 /Circle on Readers’ Service Card 
Film Series Article 

+ . +» @m article from Farrell and Gage 
describes a film tailored to a farm audi- 
ence. (Page 58) 


926/Circle on Readers’ Service Card 
Packaging Pamphlet 
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*®Note: inquiries for items listed 
not serviced beyond Aug. 15, 1957. 
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927/Circle on Readers’ Service Card 
Stamping Machine 

- » » Clearview Co. describes a machine 
for stamping special letters on identity 


plates. (Page 62) 
928/Circle on Readers’ Service Card 
Contact Label Leaflet 


- @ leaflet from Archer Label Co. dis- 
cusses selection and use of pressure-sensi- 
tive labels. (Page 62) 


929/Circle on Readers’ Service Card 
Neench Pattern Eit 

, - @ Neenah Paper folder provides 
punching, perforating and ruling guides for 
special forms. (Page 52) 


930/Circle on Readers’ Service Card 
Electric Stapler 

. . - details on a rapid, automatic stapler 
that uses standard staples are offered by 
The Bates Co. (Page 53) 


931/Circle on Readers’ Service Card 
Three-In-One Gage 

- . - Pittsburgh White Metal Co. describes 
@ new gage designed for triple-measuring 
purposes. (Page 53) 


932/Circle on Readers’ Service Card 
Fotosetter Catalog 

- @ review of the entire line of Inter- 
type Fotosetter typefaces for photographic 
line-composing. (Page 53) 


933/Circle on Readers’ Service Card 
EAC Headquarters Film 

. « - @ Slide film tells the right way to man 
the exhibit booth. (Page 108) 


934/Circle on Readers’ Service Card 
Exhibit Folder 

- « « @ folder from Displayer’s Inc. lists ex- 
hibit accessory units. (Page 109) 


938 /Circle on Readers’ Service Card 
Murray Hill Bold 

. -- American Type Founders offers a spec 
imen sheet of a new contemporary script 
designed by Emil Klumpp. (Page 88) 


936/Circle on Readers’ Service Card 
Bauer Type Calculator 

- « « @ booklet from Bauer Alphabets Inc. 
simplifies selection and use of the foundry’s 
hand-set types. (Page 88) 


937/Circle on Readers’ Service Catd 
Old Gothic Italic 
- » « Specimen sheets of a bold-face, ex- 


panded sans serif are offered by Amster- 
dam Continental Inc. (Page 89) 
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Super 


English Finish ° 


Ed Edwards meticulously checks 
bacteria in water used by New 
York and Penn. A completely new 
water treatment system removes 
impurities before the water is cir- 
culated through the plant. 


HIS MICROBE HUNT MAKES PAPER BETTER 


Ed Edwards, Water Engineer at New York 
and Penn’s Lock Haven, Pa., mills, isn’t on 
the brink of discovering a new miracle drug 

. but he 7s the man who helps make sure the 
paper you buy is clean and free of impurities! 

Hundreds of gallons of water go into the 
making of every pound of paper. And it’s Ed 
Edwards’ job to perform mass murder on that 
water’s bacteria population. He wages the 
same battle against common dirt, too. 

Ed Edwards—and men like him—super- 
vise the purification of enough water at each 


New York and Penn mill to supply a large 
city. It’s a big job... yet it’s only part of New 
York and Penn’s quality control over every 
ingredient, from wood chips and pulp to 
chemicals and fillers. 

If you'd like to know some of the reasons 
why New York and Penn papers print better, 
look better, and feel better, we'd be pleased 
to send you the name of our nearest distribu- 
tor, who can supply you with the samples. 
New York & Pennsylvania Co., 230 Park 
Ave., New York 17, New York. 


New York and Penn 
Kilo Ca Fier Vlei acti ceed 


Eggshell * English Finish Litho * Offset 


Music * Bond °* Tablet * Duplicator °* 





Mimeograph 





Drawing 


NORMAN ROCKWELL: “In an illustration... just as in a letter... paper is basic. It’s expressive. If it is carefully selected it can contribute 
much to the total effect.”"—\/r. Rockzeell’s | in interest illusirat have g been family favorites throughout America, 


Better papers are made with Cotton Fiber“ 


Through the years papers made of cotton fiber have been symbols of prestige. 
And for good reason. This special fiber is responsible for the exceptional beauty, 
strength and permanence these papers possess. [he unique processes and equip- 
ment used in making cotton fiber papers represent one of the proudest achieve- 
ments of the paper-making art. Don’t compromise quality or performance. Choose 
cotton fiber papers. They add so much to effectiveness . . . so little to cost. 

YOUR SUPPLIER KNOWS... why papers made of cotton fiber (25° mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and 


drawing, tracing, blue print and other papers. PAPERS 


*LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


Fast 42nd St., N.¥.C, 


Fiber Paper fac rers 





